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Chicago has been celebrating Jubi- 
lee Week with the greatest demon- 
stration of enthusiasm in years. Bill 
Thompson must have the uneasy feel- 
ing that the celebration has some- 
thing to do with his retirement as 


mayor. 
* * 


Thompson’s defeat in the race for 
Mayor was supposed to have sent 
him up Salt Creek, but he defied polit- 
ical tradition by immediately putting 
his yacht into commission for a cruise 
on the Great Lakes. 


* * * 


Jockey clubs continue to advertise 
racing as “the sport of kings.’”’ In 
view of the number of perfectly 
good thrones without present ten- 
ants, they’d better change the copy 
to “the sport of ex-kings.” 


*- * * 


After noting the haste with which 
a lot of current kings and prince- 
lets have had to leave town, it’s easy 
to understand why the royal brother- 
hood has always been interested in 
the development of fast horses. 
* * * 


The Prince of Wales is one royal 
personage who is not in any danger 
of losing his prospective crown. He 
talks like a Rotarian, discusses ad- 
vertising and salesmanship, and tells 
the boys what’s the matter with 
business. I wouldn’t ve surprised if 
one day he were elected grand ex- 
alted ruler of the Elks. 

* * * 


Bobby Jones is making such a 
hit as a movie golfer, or a golfing 
movie actor, whichever you prefer, 
that there is little chance of the 
well-known piccolo-player story be- 
ing told at his expense. 


* * * 


You remember it, of course. A pic- 
colo player was interrupted in a 
solo by the shout, “Throw that so- 
and-so out.” The leader stopped the 
music and demanded, “Who called 
the piccolo player a so-and-so?” A 
voice replied, “Who called that so- 
and-so a piccolo player?” 

* * * 


Colgate has become the largest 
importer of cups and saucers, its 
premium department manager said 
at a recent convention. Though Col- 
gate is a shaving-soap producer, it 
is understood that there hasn’t been 
a shaving-mug on the list for years. 

* + * 


A Carnation milk advertisement 
showing how the young house-wife 
can make a good showing when her 
mother-in-law comes to dinner out- 
pulled all other copy, Carroll Rhein- 
strom reported to the Boston Adver- 
tising Club. This seems to show that 
to a young wife the mother-in-law 
joke is no joke. 

* * * 

Big buyers are taking a lot of in- 
terest in the question of wage main- 
tenance by the companies which 
supply them. These companies are 
naturally wondering if the buyers 
intend to exercise the same solicitude 
for the stockholders. 


* * * 


Jim Young says that he has 
always wondered why copy-writers 
are compelled to turn out advertis- 
ing under pressure even when it is 
not to be submitted to the client for 
weeks. The account executives who 
demand immediate action probably 
figure that in this way their copy 
men will develop perspiration, if not 


inspiration. 
Copy Cus. 


PRINGE FINDS 
YANK METHODS 
ARE EFFECTIVE 


Urges British to Do More Ex- 
port Advertising 


Manchester, England, May 12—In 
the second of a series of trade clin- 
ics conducted by the Prince of Wales 
on his return from South America, 
he told his audience of business men 
they would have to run the risk of 
being vulgar by adopting the adver- 
tising and sales methods of the 
United States if they are to arrest 
the decline of British products. 


“The vulgarity of American meth- 
ods is entirely a matter of opinion,” 
the Prince told his 4,000 listeners, 
“but there is no debate about the 
results. If we wish to make more 
sales, we must take a leaf from their 
book.” 


Wales told the British business 
men that being slightly behind the 
advertising parade is a national 
characteristic which must be over- 
come. 


“We invent things of great value 
to the world,” he said, “and never 
let the world know about it. Our 
foreign competitors advertise a 
great deal, and the foremost among 
them are our friends in North 
America. 


“You have to go to South America 
to realize the extent to which the in- 
fluence of the North has penetrated 
into the industrial and commercial 
life of the South. 


“What are the daily experiences 
of the business man in South Amer- 
ica? When he wakes up in the 
morning, he telephones with imple- 
ments of North American make. He 
gets into his motor car and ninety- 
nine times out of a hundred that 
motor car is of American make. His 
office and equipment and everything 
he uses during the day are up-to- 
date, efficient articles from the 
United States. 


There’s No Escape 


“When he has finished his day’s 
work he listens to a radio and gram- 
ophone made in North America. The 
films he sees in the movie theater, 
not only foreshadow life and culture 
in the United States, but, to make it 
even easier for him, the captions are 
in his own language. 

“And, finally, if he moves around 
the city after dark, he’ll find every 
type of manufactured goods attrac- 
tively advertised and illuminated in 
every available prominent position 
in that city.” 

British manufacturers sometimes 
adhere too closely to pre-war types 
“that used to sell,” the Prince said. 

Great Britain still owns many 
great utilities in South America, the 
Prince explained, but “unfortunate- 
ly” some of these companies have 
been allowed to pass into American 
hands. 

The Prince urged British business 
men to study foreign markets in 
person, rather than relying on sub- 
ordinates. He said the South Ameri- 
can newspapers subscribe to Amer- 
ican news services almost exclu- 
sively, and that little British news is 
published. He urged that this con- 
dition be corrected. 


to Brillia 


Walter Ansell Strong, publisher 
of the Chicago Daily News, and 
chairman of the board, Advertising 
Federation of America, whose ad- 
vertising views were colored by con- 
tact with world figures, died sud- 
denly at his home in Winnetka, Chi- 
cago suburb, Sunday, May 10, of 
heart trouble. 

He passed out of the sphere of 
mundane activities, in which he 
played such a heroic, though brief 
role, at the age of 47, little more 
than five years after he became the 
dominant figure in the Chicago 
newspaper. 

In that space of time, he became 
intimate with men at the heads of 
the governments of many countries; 
traveled across the seas at least 
twice; served every major advertis- 
ing organization in the country, with 
but one exception; and helped re- 
vitalize the newspapers of the 
United States by his philosophy of 
their destiny. 


Origin of Campaign 


Possibly more than any other man 
Mr. Strong was responsible for the 
recent effort of the Advertising Fed- 
eration of America to educate the 
general public to the functions and 
fruits of advertising. This campaign 
created considerable criticism, both 
within and without the advertising 
field, but few knew that it repre- 
sented one of the big dreams of the 
Federation chairman, with the fig- 
ure of the President of the United 
States typifying the skeptic to be 
convinced. 

Mr. Strong revealed the key to 
this effort May 3, 1929, just before 
the annual convention of the Inter- 
national Advertising Association in 
Chicago, when he outlined the new 
platform of the organization in these 
words: 

“Like all other factors in busi- 
ness, advertising must justify its ex- 
istence on a strictly factual basis. 
We must know the facts about all 
phases of advertising. We must 


Death Writes Finis 


nt Career 


of Walter A. Strong 


scrutinize our own participation in 
rates, in the cost of advertising and 
in the misuse of advertising. 

“A thorough co-ordinating, fact- 


Fae: 


Walter A. Strong 


“So much to do—” 


— 


determining job must be done if ad- 
vertising is to have a completely 
clean bill of health. We say, all too 
readily, that the critics are carpers. 

“There is a type of business man, 
well-founded in economic subjects, 
who is none too certain about the 
functions of advertising. He recog- 
nizes only facts. Facts are needed 
to prove our case to him. 


Hoover’s Viewpoint 


“A short time ago I talked with 
President Hoover about this entire 
research project. He was very much 
interested in it, but typical of the 
business man mentioned above, he is 
none too certain about the exact 
status of advertising. 

“President Hoover and the type of 


(Continued on Page 10) 


Last Minute 


their spurs. 


J. Walter Thompson Company, will 


will be one of his clients. 


Instalment Sales 


cent in 1930. 


News Flashes 


Bromfield to Retire—At It Since 1874 


New York, May 15—Percy B. Bromfield has announced that Bromfield 
& Co. will be dissolved June 1. The agency was formed in 1874, when 
J. Walter Thompson, George P. Rowell and other pioneers were winning 


Cherington to Leave J. Walter Thompson 
New York, May 15—Paul T. Cherington, director of research for the 


leave the agency June 1 to establish 


offices as a consultant in distribution. The J. Walter Thompson Company 


Make Slight Gain 


Washington, D. C., May 14.—Instalment sales have increased slightly 
during the past year, the Department of Commerce reports. In the 
department store field, the figure was 9.8 per cent in 1929 and 10.3 per 


Tribune to Accept Half Pages in Comic Section 


The Chicago Tribune, which recent] 
to full-page advertisers, has modified its policy to accept half pages. 


opened its Sunday comic section 


GENERAL FOODS 
FIRST TO USE 
HEARST COMICS 


Feature Grape-Nuts in Series 
in New Medium 


New York, May 14.—The General 
Foods Corporation is the first na- 
tional advertiser making use of the 
new Hearst Comics service in the 
seventeen Sunday newspapers of the 
Hearst group. The advertisement, 
featuring Grape-Nuts, will appear 
in the issues of May 17. 

The copy is presented in regular 
comic-page style, in four colors, with 
a continuity of eleven pictures, and 
the twelfth block is used for a cou- 
pon offering a free sample of Grape- 
Nuts. This is the first of a series of 
General Foods advertisements in the 
Hearst Comics. Each advertisement 
will carry the display line, “an ad- 
vertisement of General Foods Cor- 
poration.” 

The business is placed by Young 
& Rubicam, Inc. Raymond Rubicam, 
president of the agency, referred to 
the plan in his address before the 
Association of National Advertisers 
in Detroit a few weeks ago, mention- 
ing this as one of a number of the 
interesting new developmerits in 
mediums. 

The idea of advertising in the 
comic sections is not new, but this 
is the first time the service has been 
organized and the business solicited. 
The plan is said to have been de- 
veloped by William Randolph Hearst 
personally. It was checked with 
surveys of reading habits before be- 
ing formally launched. Mortimer 
Berkowitz, of The American Weekly, 
is in general charge, and Hawley 
Turner, formerly of the New York 
office of N. W. Ayer & Son, is man- 
aging the proposition, with a staff 
of ten salesmen. 


Full Pages Only 


Full pages only, running on the 
last page of the sixteen page Hearst 
comic sections, are accepted. For 
the present, only one advertisement 
will be run in any issue. It is pos- 
sible that additional space may be 
created later by adding an additional 
eight-page section. 

The rate is $17,500 a page. This 
is based on a little under 6,000,000 
circulation represented by the 
Hearst Sunday newspapers. The 
advertiser may use either standard 
display copy or comic-supplement 
style, as he prefers, and the Hearst 
comic artists are available if desired 
at $500 a page. 

They include George McManus, 
DeBeck, Milt Gross, Rube Goldberg 
and Russ Westover. The artists will 
not employ their standard comic- 
page characters, however. It is 
stated that thus far most advertis- 
ers have preferred to develop their 
own comics. General Foods has cre- 
ated its own character, “Suburban 
Joe,” for the Grape-Nuts series. 

Many advertisers will use human- 
interest ideas in their continuities 
instead of the slap-stick comedy 
type, and some advertisers who have 
confined their efforts to institutional 
advertising have decided that their 
stories can be told effectively in this 
way. 

Among advertisers. who have used 
the comic-strip continuity style in 
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newspaper and magazine advertising 
with great success are Lever Bros., 
with Rinso. Ruthrauff & Ryan, Inc., 
New York, are credited with having 
originated the plan. The manufac- 
turers of Crackerjack in Chicago, 
have gone into the comics with half- 
pages, but have used regular display 
copy. 


Milk Man Wins 
First Prize in 
Camel Contest 


New York, May 14— James 
Thomas Sharkey, 32, Boston milk 
man, was awarded the $25,000 first 
prize in the $50,000 Camel cigarette 
contest conducted by the R. J. Rey- 
nolds Tobacco Company. The official 
count showed 952,228 letters written 
in the contest, which was announced 
in an eight-day campaign in 1,713 
dailies, 2,139 weeklies and 426 col- 
lege and financial papers. 

Second prize of $10,000 went to 
Mrs. Walter Sweet, mother of three 
children and wife of a Marine Corps 
captain now stationed at the Brook- 
lyn Navy Yard. Third prize, $5,000, 
went to Julius M. Nolte, real estate 
dealer of Duluth, Minn. 

Le Roy Fairman, of the Charles 
C. Green Advertising Agency, New 
York, won $100, being the only suc- 
cessful advertising man in the con- 
test. 

The three chief winners will be 
summoned to Camel headquarters at 
Winston Salem, N. C., to receive 
their checks with proper ceremony. 

Judges in the contest were Roy 
Howard, Scripps-Howard Newspa- 
pers; Charles Dana Gibson, pub- 
lisher of Life, and Ray Long, editor 
of Cosmopolitan. 

The winner of the $25,000 is a 
milk route foreman at the South 
Boston plant of H. P. Hood & Sons. 
He is married. Born in County Tip- 
perary, Ireland, he came to the 
United States at the age of 16. 


UNIT IN FARM 
FIELD ADOPTS — 
T60-LINE PAGE 


Standardization with a type page 
of 760 lines was adopted by the 
Mid-West Unit of Standard Farm 
Papers, Inc., at the annual meeting 
of that organization in Chicago last 
week, marking the first definite ap- 
proach to a uniform type page, in 
spite of prolonged efforts in that 
direction by leaders in the field. The 
new standard will take effect Janu- 
ary 1, 1932. 

Clifford V. Gregory, of Prairie 
Farmer, Chicago, was elected presi- 
dent of Standard Farm Papers, Inc., 
succeeding John P. Wallace, of Wal- 
lace’s Farmer and Iowa Homestead, 
Des Moines. John S. Pearson, of 
Progressive Farmer and Southern 
Ruralist, Birmingham, was elected 
vice-president, and H. C. McKelvie, 
Nebraska Farmer, Lincoln, secre- 
tary-treasurer. C. L. Burlingham 
continues as Western manager at 
Chicago. 

It was decided to continue Ral- 
sten color inserts through 1932. 

Three of the five members of the 
Mid-West Unit have operated with 
a type page of 784 lines. Two others 
have utilized a 728-line page. The 
adoption of the 760-line page as 
standard represented a compromise 
which effected the desired end with 
a minimum of disturbance as far as 
mechanical facilities and other fac- 
tors are concerned. 


Four-Column Page 


Under the new system, each of 
the five papers will have a four-col- 
umn page of 190 lines per column. 
The papers initiating this effort 
toward standardization are Farmer, 
Farm, Stock and Home, St. Paul; 
Wisconsin Agriculturist and Farmer, 
Racine; Nebraska Farmer, Prairie 
Farmer and Wallace’s Farmer and 
Iowa Homesteud. 


The advertising rate for the Mid- 


The standard, large 


progressiveness. 


comprehensive “hu 


HUBS— ALL SIZES 
AVAILABLE 


PRACTICAL hub is not as large as the 


wheel it turns, nor is it too small and weak 
to do its expected task. 


To every advertiser, that practical hub which 
turns the nation's thinking and buying habits is 
That hub is composed of the well-to- 
do, cultured and discriminating buyers. They are 
neither few nor legion. 


These men and women—over a half million of 
them—read the Big Four magazines. 
active leaders in business and communities. 
Big Four appeal to their broad, thoughtful interests. 


os s of the Big Four editorial 


up are outward sym 


Here is adequate 


¥ 


color to the logical hub brings success in launch- 
ing the new or fortifying the old. 


TreBAGroup 
in the Quality Field 


Golden Book 


55 FIFTH AVENUE, NEW YORK 


Over Half a Million Circulation 


They are 


The 


e size and modern make- 


et efficient coverage for a 
campaign. Advertising in 


Review of Reviews 


World's Work 


GENERAL FOODS’ NEW COMIC CHARACTER 
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West Unit remains unchanged at $7 
per line or $4,870 per page. 

While Standard Farm Papers, 
Inc., has featured the slogan, “One 
order, one plate,” the difference in 
page sizes has made this policy dif- 
ficult to handle in practice. Its oper- 
ation will be considerably simplified 
by the new standard size. 


Farm papers have been backward 
in adopting the uniform page sizes 
favored by advertisers and by the 
majority of publishers in each divi- 
sion. The difference in sizes has be- 
come more, rather than less marked, 
in recent years. At present, page 
sizes range from 420 to 840 lines. 


Follows Pearson to 
“Merchandise Manager” 


Harland J. Wright, former vice- 
president and general manager of 
Dry Goods Economist, New York, 
has become vice-president and busi- 
ness manager of The Merchandise 
Manager, of that city. 

O. W. Pearson recently left the 
Economist for the Merchandise 
Manager. 


Van Buren Succeeds 
Late Joseph Kelly 


J. A. Van Buren has been ap- 
pointed advertising manager of the 
Cleveland Plain Dealer, succeeding 
the late Joseph F. Kelly. 

Mr. Van Buren has been classified 
advertising manager. He came to 
the Plain Dealer in 1923. 


eee 


Start Shopping Paper 


The Salt Lake Shopping Guide has 
made its appearance at Salt Lake 
City, Utah, as a weekly. Walter D. 
Eldridge, formerly with the Salt 
Lake Tribune, is advertising man- 
ager. 


A.B.P.May Create 
New ‘Bureau of 
Advertising’ 


Briarcliff Manor, N. Y., May 14— 
Warren C. Platt, publisher of Na- 
tional Petroleum News, Cleveland, 
was re-elected president of the As- 
sociated Business Papers, Inc., at 
the spring meeting here. 


Others re-elected were: Vice-pres- 
ident, James H. McGraw, Jr., Me- 
Graw-Hill Publishing Co., New 
York; treasurer, Edward H. Ahrens, 
Ahrens Publishing Co., New York; 
executive committee, E. T. Howson, 
Simmons-Boardman Publishing Co., 
Chicago; Chauncey L. Williams, F. 
W. Dodge Corp., New York; J. D. 
Pease, Penton Publishing Co., Cleve- 
land. 


New members of the executive 
committee chosen were J. H. Moore, 
Robbins Publishing Co., New York; 
E. H. Gleason, Inland Printer, Chi- 
cago, and Joseph C. Hildreth, Chil- 
ton Class Journal Co., Philadelphia. 


They succeed Paul I. Aldrich, The 
National Provisioner, Chicago; C. A. 
Musselman, Chilton Class Journal 
Company, and Stanley A. Denis, 
Gage Publishing Co., New York. 


Following an address by C. B. 
Groomes, of Editor and Publisher, 
the executive committee was author- 
ized to investigate the creation of an 
organization corresponding to the 
Bureau of Advertising of the Amer- 


ican Newspaper Publishers Associ- 
ation. 


A committee will be appointed to 
investigate participation in the 1933 
Chicago World’s Fair. 


Resolutions were adopted on re- 
ceipt of news of the death of Walter 
A. Strong, publisher of the Chicago 
Daily News. 


Warner Re-elected by 


New York Association 
Howard Warner, advertising man- 
ager of the Perry Candy Company 
of New Jersey, was re-elected pres- 
ident of the Association of Adver- 
tising Men of New York. Other offi- 
cers: . 
First vice-president, Jesse M. 
Abrams, McCann-Erickson, Inc.; 
second vice-president, Howard Sa- 
rine; treasurer, Harold Morrell; 
secretary, John Patafio, Ambassador 
Letter Service; assistant secretary, 
Leo Steinfeld. 


New Refrigeration Copy 

A campaign for the Mayflower re- 
frigerator, Dayton, O., will be 
launched in the near future. 
Saturday Evening Post, Time and 
Better Homes and Gardens will be 
used, with newspapers, radio and 
outdoor advertising. 


Named for Dryer 
The Industrial Dryer Corp., Stam- 
ford, Conn., manufacturer of appa- 
ratus for drying, air conditioning, 
etc., has appointed Edwin Bird Wil- 
son, New York, who is conducting 
a market investigation. 


Cut Registraton Fee 
The Advertising Federation of 
America has cut the registration fee 
for the annual meeting in New York 
from $10 to $5. 
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ADVERTISING AGE 


‘10, THE POOR RESIGNS No. 62 of a Series 
COPY WRITER,’ 
SIGHS EXPERT 
Young Roasts “Banana” 333 
School of Advertising $33 


“Get out of the padded cell into 
which the modern scheme of adver- 
tising puts you,” James P. Young, 
professor of advertising at the Uni- 
versity of Chicago, and vice-presi- 
dent of the J. Walter Thompson 
Company, urged copy-writers at the 
May 14 meeting of the Chicago Ad- 
vertising Council. 

“Don’t be mere writing tech- 
nicians. Raise the caliber of your 
thinking so that you can win the 
respect of the average man of busi- 
ness. Get away from the narrow 
restraints of a certain set of rules 
and ideas. 

“You should be as much inter- 
ested in the man who sings, ‘Walk- 
ing My Baby Back Home’ as in the 
one whose chief interest is a first 
folio of Shakespeare. The range of 
your interests should be as great as 
life itself.” 

Mr. Young’s talk, the title of 
which was announced as “Lo, The 
Poor Copy-Writer,” attracted a ca- 
pacity audience, made up largely of 
agency executives and copy-writers. 
He won enthusiasm by his sincere 
and vigorous plea for greater im- 
portance for copy and copy-writers, 
and broader vision in the production 
of copy. 


Holes to Fill 


“I remember my first day at an 
agency copy desk twenty years ago,” 
said Mr. Young. “The art director 
brought me some finished layouts 
and showed me the spaces for which 
I was to write the copy. I informed 
him that I would talk layout to him 
after the copy had been written. 

“IT have long contended that the 
copy-writer who allows himself to be 
looked on as a mere filler of space 
is starting on the wrong foot. 

“Don’t forget that copy is the 
place where advertising comes to 
life. The advertiser is spending his 
money for the transportation of 
copy. The publisher thrives on its 
publication, and the agency is in 
business because of its appearance. 
Yet the announcement of the subject 
of my talk had a sympathetic appeal 
based on the element of frustration, 
like the characters portrayed by 
Charlie Chaplin. 

“What are the reasons for the 
lack of importance attached to 
copy?” 

Mr. Young listed three prime rea- 
sons: first, because advertising copy 
is not conceived in large enough 
terms; second, because too many ad- 
vertisers have an inadequate concep- 
tion of good copy, and third, because 
copy-writers themselves live too nar- 
row and restricted a life, both in 
their business and personal activi- 
ties. 

“Copy is thought of primarily as 
a writing job,” said Mr. Young, in 
attacking this part of the subject. 
“IT am the last man in the world to 
minimize the importance of good 
writing, but before you have good 
writing, you must have good think- 
ing. 


Two Different Jobs 


“There has been a great develop- 
ment of research. It has made an 
important contribution to advertis- 
ing thinking—but remember that 
research is not advertising. It re- 
veals the status quo, while the task 
of advertising is to disturb it. 
Searching for the disturbing element 
is the beginning of advertising and 
of copy. 

“There is a close relationship be- 
tween thinking and writing—in fact, 
in most agency offices, the real think- 
ing begins after you get something 
on paper. The value of the specu- 
lative campaign from the agency 
standpoint is that it gets the adver- 
tiser to thinking. 


Charles W. Staudinger 
Mr. Staudinger, advertising man- 
ager of Anheuser-Busch, Inc., St. 
Louis, terminated 36 years’ service 
with that company this week. His 
plans for the future have not been 
announced. 


“How does the thinking process go 
on, and how can we get at it? The 
essential process is that of seeing in 
a business situation a selling oppor- 
tunity. The true source is not so 
much sight as insight—not so much 
facts as the creative flair in some- 
body’s mind, through which someone 
must see in the heart of a situation 
something to turn into an advertis- 
ing and sales opportunity. 

“This is not often found in the 
facts of business itself. ‘As a man 
thinketh in his heart, so is he,’ and 
so the source of the greatest adver- 
tising ideas is knowledge of the hu- 
man heart, knowledge of human 
wants and desires. The copy-writer 
should search there for his ideas.” 

Mr. Young said humorously, but 
with serious intent, that the aver- 
age advertiser really thinks adver- 
tising is not read. 

“This is an idea which is pro- 
foundly untrue and disturbing,” he 
said. “Most advertisers still do not 
believe that advertising should be 
constructed from the standpoint of 
its being read, but rather with the 
idea of ‘hitting ’em in the eye.’ That 
is why most advertising today says 
in a loud voice, ‘Yes, we have no 
bananas.’ 


Written for Whom? 


“This attitude is intensified by the 
development of that devil, merchan- 
dising advertising. The advertising 
ceases to be constituted from the 
standpoint of selling Mr. and Mrs. 
Consumer, and is built to be sold to 
a sales convention. Instead of try- 
ing to get advertising that sells, we 
use it to get George to do it—and 
George very seldom does.” 

Mr. Young painted a sympathetic 
picture of the trials and tribulations 
of the copy-writer, whose pet phrases 
are blue-penciled, and who is often 
called on at 5 o’clock to produce 
something for the next morning, 
even though actually it is not sub- 
mitted for a week later. 

“The argument with the account 
executive,” he said, is usually con- 
cluded when he plays his trump 
card, ‘The client won’t stand for 
that.’ 

“But,” concluded Mr. Young, “you 
are on the royal road of advertising 
if you know how to travel. You are 
learning advertising by doing it, 
and not by talking about it.” 


Hearst Promotes Forker 


Eugene Forker has been ap- 
pointed publisher of the New York 
American. A Hearst executive since 
1917, he served as an editor of 
Harper’s Bazaar, business manager 
of The Cosmopolitan and advertising 
director of Hearst’s International 
Magazine Company. 


Get Paper Accounts 


The Jay H. Maish Company, 
Marion, Ohio, has been appointed by 
the Aetna Paper Company, Dayton, 
ind the Maxwell Paper Company, 
Franklin, Ohio. The first manufac- 
‘ures Correct Bond and the second 


Maxwell Bond and Maxwell Offset. 


Oh, those 


Oh, those— 


IF you are functioning intellec- 
tually this year, you have heard 
of William Faulkner. In case you 
haven't read his last novel, 
“Sanctuary”, we'll give you a 
hasty summary of the plot. There's 
a girl and a boy and a bunch of 
bootleggers (including a half 
wit, an idiot, a murderer and 
other interesting characters) and 


the story itself is a pleasant pic- 


American authors, you'd have a 
fight on your hands from many 
quarters if you left Faulkner off. 

But Faulkner has written a 
story for June Scribner's called 
“Spotted Horses’. It is NOT 
about murderers and idiots and 
lynching. It is an entirely new 
and amazing Faulkner. It is a 
humorous story by Faulkner. We 


can't think of anything strong 


Spotted Horses! 


that you might like it. But this is 
different. We ask you as a favor 
to yourself to read “Spotted 
Horses’’. It is a new Faulkner. 
We don’t want to prime you 
about it too much. We want you 
to have the fresh approach to it 
which we had when it came in. 
We are using it to lead the June 
Scribner's. That’s what we think 


of it. 


*Sung to the tune of “Golden Slip- 


ture of illicit this and illicit that 
and a murder and a lynching and 


other things calculated to cause 


an advertising manager of 


magazine to fall down three 


flights of stairs in a faint. 


You might not like that novel 
of Faulkner's. But if you were to 


get up a list of the ten createst 


a advertisements. We've said a 


enoush to follow that statement. 
We have never made a direct 


appeal to you before in these 


thing was good and suggested 


pers” which, if it once gets in your 
head you'll never get it out and it will 


slowly drive you insane. 


JA INES 


SCRIBNER’ 


MUST CUT RATES, 
PEARSON INSISTS 


When George Pearson, manager 
of the media department of the 
J. Walter Thompson Company, Chi- 
cago, told the Newspaper Represen- 
tatives Association of Chicago May 
11 that advertising rates should fol- 
low the downward trend of com- 
modities, he found the newspaper 
men ready to debate the question. 

They asked Mr. Pearson some 
leading questions, to which he gave 
the answers. Only time limitations 
prevented the gathering from oc- 
cupying the entire afternoon. 

President Henriquez called for a 
silent standing tribute to the late 
Walter Strong. 

In his talk, Mr. Pearson said that 
J. Walter Thompson Company has 
found many of its largest clients de- 
manding to know why advertising 
costs stay up, since they have had 
to reduce the selling prices of their 
products, while economizing in 
other directions. 

Mr. Pearson said that this situa- 
tion applies to all mediums, but par- 


ticularly to newspapers, whose na- 
tional rates have increased rapidly. 

“While circulations have also in- 
creased,” he said, “in many cases 
they have been pushed beyond nat- 
ural bounds. In many markets we 
are required to buy more papers and 
more circulation than we need. The 
advertiser does not consider milline 
rates, but only the advertising cost 
for each market. 

“The national advertiser has been 
a patient and long-suffering individ- 
ual but he is getting fed up. The 
time has come to get down to funda- 
mentals. This is an excellent time 
for newspapers to refine circulations, 
cutting off that which is too far 
away from home or of low quality.” 

While admitting that increased 
rates have been caused in part by 
the advertiser’s demand for mer- 
chandising service, Mr. Pearson said 
practically all would be glad to see 
it eliminated if it would lower rates. 


Pittsford’s New Home 
The Ben C. Pittsford Company, 
Chicago typographers, will occupy a 
new home at 605 South Clark Street 
May 18. The telephone number will 
be Wabash 0585. 


George D. Runyon Passes 

George D. Runyon, 77, for 25 years 
one of the publishers of The Perth 
Amboy (N. J.) Evening News, died 
May 12 at Asbury Park. 


Issues Order 
Against Coty 


Washington, D. C. May 14—An 
order directing Coty, Inc., New 
York, importer and dealer in cos- 
metics, to discontinue methods of 
resale price maintenance has been 
issued by the Federal Trade Com- 
mission. 

The company is stopped from car- 
rying into effect by agreements, con- 
tracts or co-operation a system of 
suggested resale prices for the arti- 
cles it sells which, according to the 
commission, contains any of the fol- 
lowing: 

“Agreements with wholesale or re- 
tail dealers that the company’s prod- 
ucts will be resold by such dealers at 
prices specified by the company; pro- 
curing assurances from either whole- 
sale or retail dealers that the prices 
fixed by the company for resale of 
its products will be observed by such 
dealers, and seeking co-operation of 
dealers in maintenance of resale 
prices suggested by the company for 
its products.” 


Becomes “The Instructor” 


The F. A. Owen Publishing Com- 
pany, Danville, N. Y., has anane 
the name of Normal Instructor and 
Primary Plans to The Instructor. 
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5 Cents a Copy, $1 a Year 


Is Copy Again Coming Into Its Own? 


In the early days of advertising, 
there was nothing to it but copy. 
All the advertiser wanted to do was 
to get his message into circulation. 
He didn’t know the circulations of 
the publications—in many cases he 
didn’t even know their names. He 
painted the roofs of barns, he tacked 
signs on telegraph-poles, he hired 
advertising agencies to get his copy 
into as many mediums as possible at 
as low prices as possible. 

In the past twenty years adver- 
tising has developed largely along 
merchandising lines. Market sur- 
veys have shown the way to more 
efficient advertising, in the sense of 
more direct attack on specific pros- 
pects. There has been better co-ordi- 
nation with selling. There has been 
a big improvement in the use of 
advertising for sales purposes by 
the entire distribution organization. 
Thus the background for advertising 
has improved and its use as a sales 
tool has been perfected. 

The mechanics of advertising at 
the same time have improved tre- 
mendously. Art and typography have 
leaped ahead at a rapid pace. Four- 
color advertising, rotogravure, high- 
speed presses, better plates, better 
papers—all these have contributed 
greatly to an improved presentation 
of advertising. Today it is finished, 
beautiful. The advertising which 
sold goods in 1910 looks crude and 
inadequate alongside of it. 


But what has been happening all 
this time to copy—the thing it’s all 
about? Has there been so much em- 
phasis on the background and ac- 
companiments of advertising that 
the vital thing about it—the mes- 
sage—has been lost sight of? Have 
we slipped to a point where the copy- 
writer is merely incidental to all of 
the other factors in advertising? 

If this is the case, the situation 
is due for a change. In many lines 
of late there has been such an obvi- 
ous lack of worth-while copy ideas 
as to make the huge expenditures 
for space seem somewhat ridiculous. 
Why purchase millions of circula- 
tion only to make a few futile ges- 
tures? Why hire the largest amphi- 
theater in the world if you have 
nothing to say? 

The success of the current adver- 
tising of Camel cigarettes, for ex- 
ample, shows how a good, simple 
copy idea will regenerate an adver- 
tising campaign. The eagerness with 
which advertisers trail each other 
every time somebody breaks out with 
a new and effective copy appeal 
shows how hard up they have been 
for copy that has real sales value. 
Hadn’t we better get busy and do 
a little more thinking about copy? 

James P. Young talked along this 
line at the Chicago Advertising 
Council’s meeting this week. His 
talk is reported in this issue of 
ADVERTISING AGE. Better read it. 


Markets, Wages and Prosperity 


The action of some of the giants 
of motordom in insisting that the 
companies which supply them main- 
tain wage rates, so as not to cause 
a diminution of consumer buying 
power, was reported in the May 9 
issue of ADVERTISING AGp. It is 
significant as a merchandising idea, 
but it is also indicative of a feeling 
that we can be prosperous by 
formula. High wages make prosper- 
ity; keep wages high and we shall 
have prosperity. Q. E. D. 

Unfortunately, it is not quite as 
simple as that. Everybody wants 
wages to remain relatively high. No- 
body objects to the sons of toil riding 
to work in automobiles. The bigger 
the motor car market, the bigger the 
market for lots of other products, 
too. If we can keep people busy 
making motor-cars, it will benefit not 
only the car-builders but thousands 
of manufacturers dependent on au- 
tomotive activity. 

But is merely maintaining a given 
wage-rate the answer? Wages are 
still high in the building field, but 
building volume has not increased as 
much as most of us would like to 
see. The public is getting the bene- 
fit of reductions in material prices, 
but it is not buying enough building 
construction to keep the majority of 
the army of workers in that field 
regularly employed. 

The fact is that the employe is 
more concerned with regularity and 
amount of work than with the rate 
per hour he is paid, and that those 


who want the worker’s purchasing 
power retained unimpaired must see 
that there is a demand for the prod- 
ucts of his labor, as well as that he 
be paid at the same rate as when 
factories were confronted with a 
labor shortage instead of a surplus. 

Sensible employers will continue to 
do all they can to maintain wage 
levels, because they appreciate their 
value in sustaining consumer mar- 
kets for their products and those of 
others. But the real problem is not 
met by wage maintenance, but by 
finding markets for the products of 
wage-earners. In other words, stabi- 
lization of employment is a result 
rather than a cause, and will be 
achieved by better work in product 
development, in market determina- 
tion, in distribution and in adver- 
tising. 

Right now the chief need of busi- 
ness seems to be the development of 
a spirit of renewed courage, con- 
fidence and enterprise. Belief in the 
future of the United States should 
be unshaken. It should stimulate 
business to push ahead, with the 
tremendous resources of the country 
to draw upon, in the direction of 
more and better products, represent- 
ing greater comforts and conven- 
iences and unquestioned values. 

New merchandising ideas and ad- 
vertising that appeals successfully 
to basic human desires will do more 
to stimulate demand and stabilize 
employment than all the industrial 
ukases ever penned. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


250. Indiana Marketing Centers. 


This is a sample of a new map 
developed by the Hagstrom Com- 
pany, New York, which defines mar- 
keting centers with colored, propor- 
tionately sized circles. Among its 
advantages are that it can be used 
to plan schedules and itineraries 
without referring to a separate in- 
dex of towns. 


248. Milwaukee Outdoor Advertis- 
ing. 

A folder issued by the Cream City 
Outdoor Advertising Company, Mil- 
waukee, which includes, in addition 
to condensed market information, a 
map of the entire market and a list 
showing the divisions of population 
and the number of showings re- 
quired for intensive and representa- 
tive coverage. The representative 
showing for Milwaukee proper is 
illustrated graphically. 


249. Industrial Advertising At 
Work. 

This illustrated, 24-page booklet 
published by the McGraw-Hill Pub- 
lishing Company, New York, an- 
swers: What are the buying habits 
of industrial men? What daily work 
do advertisements do in industrial 
plants? What specific sales jobs 
can advertising accomplish? How 
is good advertising planned? 


251. The Year of the Long Look. 

Imagining the most critical space 
buyer as its audience, Nation’s Busi- 
ness, Washington, D. C., tells its 
story in a new booklet which deals 
with market coverage, subscription 
methods, terms and mortality, mem- 
bership and individual circulation, 
direct responsiveness, editorial 
standing and aims, and comparative 
advertising costs. 


252. 1931 Survey of the Oil Burner 
Industry. 

The amount of condensed informa- 
tion in this booklet by Fuel Oil Jour- 
nal, New York, should be helpful to 
anyone interested in the industry. 
A few heads hinting at the contents 
are: History, 1930 Developments, 
Organization, Production and Sales, 
Market Data, and Fuel Oil Con- 
sumption by Cities and States. A 
separate section discusses the possi- 
bilities for parts, equipment and 
kindred lines. 


258. The Oil Industry Turns to 
Tires. 

Published by The Petroleum Mar- 
keter, Houston, Texas, this booklet 
presents a study of the factors in- 
fluencing the entry of the oil indus- 
try into the sale of tires and some 
important facts to aid tire and tire 
accessory manufacturers in selling 
the oil industry. 


247. Sleepless Salesmen. 


Beginning with the denial of the 
farmer who, seeing his first giraffe, 
said, “Hell, there ain’t no such ani- 
mal,” this booklet of the Chicago 
Elevated Advertising Company 
makes a good case for the car cards 
and station posters of the Chicago 
Elevated System and Suburban Sys- 
tems of the Illinois Central, Chicago 
& Northwestern, Chicago, Burling- 
ton & Quincy and Chicago & West- 
ern Indiana. The booklet describes 
how the company produces over 100,- 
000 orders for elevated advertised 
goods every year. 


243. Announcement —The Hanjon 
Company. 

With its entry into the electrical 
transcription field, the Hanjon Com- 
pany, New York, has issued a folder 
describing eight new sustaining pro- 
grams available, which reflect this 
experienced organization’s knowl- 
edge of radio entertainment that 
clicks. 


—Judge 


What Was Largest 
Business Paper Copy? 


To the Editor: ADVERTISING AGE 
of May 9 reported that the Para- 
mount Famous Lasky Corporation 
set a record when it used 74 pages 
in four colors in Motion Picture 
Herald to announce productions for 
1931-32. 


If you will refer to the Septem- 
ber, 1919, issue of Chemical & 
Metallurgical Engineering, you will 
find a special insert in color con- 
taining 92 pages of advertising for 
the Buffalo (N. Y.) Foundry & Ma- 
chine Co. 

M. A. WILLIAMSON. 
Publishing Director, Chemical & 
Metallurgical Engineering, 
New York. 


* * * 


Has Anybody Seen 
“Bud” Halderman? 


To the Editor: Since ADVERTISING 
AGE has opened a Lost and Found 
Department under the Voice of the 
Advertiser, it may be able to pro- 
duce a little extra dividend for me 
on my subscription investment. 

I would like very much to get in 
touch with one S. B. Halderman, 
familiarly known as “Bud.” 

And another thing: What’s the 
idea of printing that cartoon, “Di- 
rect to Consumer”? As editor of 
How to Sell, I most solemnly p—— 
and s that I don’t appreciate 
these left-handed jabs at my busi- 
ness. Direct selling is an honored 
profession and you’d better quit 
kicking my houn’ around. 

R. C. REMINGTON. 
Editor-Mgr., How to Sell,, 
Mount Morris, Ill. 


Takes Issue with 
Four A’s Film Expert 
To the Editor: ADVERTISING AGE 
of May 9 quoted R. L. Strobridge, 
secretary of the Newell-Emmett 
Company, New York and vice-chair- 


man of the committee on screen ad- 


Voice of the Advertiser 


vertising of the American Associa- 
tion of Advertising Agencies, as 
saying that most of the talk against 
sponsored films comes from com- 
petitive interests and that the public 
has registered few complaints. 

In my 20 years’ experience in the 
motion picture business, I have never 
seen or heard of a single instance 
where an introductory title of a pic- 
ture was applauded except possibly 
at a pre-view of an _ important 
feature. 

As far as sponsored films are con- 
cerned, I shall be delighted to exhibit 
several books of clippings condemn- 
ing the practice. These clippings, in 
my opinion, prove conclusively there 
is a definite resentment by audiences 
against such pictures. 


I feel the Four A’s should hear 
free discussion of both sides of the 
question. I am satisfied that this 
medium is such an unsatisfactory 
one that when its disadvantages are 
known, most advertisers will con- 
demn the use of theater screens as 
an advertising medium. 


EUGENE W. CASTLE, 
Castle Films, New York. 


* * * 


Griswold-Eshleman 


At Same Old Stand 


To the Editor: During Mr. Gris- 
wold’s six months’ illness and since 
his death, our company has been sub- 
jected to the usual run of rumors. 


Here are some of the facts about 
the Griswold-Eshleman Company: 

We have had an increase in vol- 
ume every year since we started, 
and our 1930 volume exceeded that 
of 1929. Changes in personnel will 


be made to compensate for Mr. Gris- 
wold’s loss. 


The company will continue under 
the same name. The agency starts 
its 20th year with its original idea 
of developing volume by building ad- 
vertising rather than by chiseling 
the accounts handled by other 
agencies. 

C. L. ESHLEMAN 
The Griswold-Eshleman Co., 
, Cleveland, O. 


~~ 
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SWEENEY TELLS 
HOW TO WRITE 
SCHOOL COPY 


Seranton, Pa., May 14—John C. 
Sweeney, director of research, Inter- 
national Correspondence Schools, 
gave the Home Study Council meet- 
ing in Chicago last week his four 
commandments for direct mail ad- 
vertising. They are: 

1. Watch your step. 

2. Watch your copy. 

3. Test as you go. 

4. Look out for changing condi- 
tions. 


Mr. Sweeney prefaced his remarks 
with the observation that no one 
form of selling enables the adver- 
tiser to mark his progress every inch 
of the way so unmistakably as direct 
mail. By living in literal obedience 
to the first commandment, he said, 
the International Correspondence 
Schools nipped their first major 
error in the bud. 

“In the early days of our institu- 
tions,” he said, “our letters to inter- 
ested persons stressed technical de- 
scriptions of subject matter to the 
exclusion of inspiration. We wrote 
a synopsis of subjects that properly 
belonged in a catalog, and the results 
were not what we expected. 

“Keeping our eyes open, we discov- 
ered our prospects were more in- 
terested in better positions, more 
money, prestige and possessions for 
themselves and their families than 
in electrical engineering, advertis- 
ing, chemistry, ete. 


The Universal Appeal 


“So we changed the themes of our 
follow-ups to advancement, better 
living conditions and happier wives 
and children. From that day to 
this we have found that men from 
18 to 45 will respond to these ap- 
peals when not attracted by tech- 
nical descriptions of our courses. 

“Neither does the potency of these 
appeals vary with the prospect’s 
educational or economic status. They 
work equally well with the grammar 
school or the college graduate, the 
clerk or the executive.” 

Mr. Sweeney illustrated the prin- 
ciple guiding the I. C. S. mail copy 
by references to the methods of 
other advertisers: 

“Some of the most masterly auto- 
mobile and tourist sales copy ever 
written has played up the hills and 
the dales and the somewhere far 
beyond,” he said. 

“The Victor Talking Machine 
Company made great days for the 
Victrola by saying little or nothing 
about the mechanics of their prod- 
uct, but by bringing you and me, 
as prospects, down into the living 
room on Christmas morning to be 
greeted by a gathering of the great- 
est musical artists of the day, who 
were to be at our service merely by 
switching a lever. 

“Some of the radio advertisers 
have adopted the Victrola theme, 
and other advertisers are getting 
away from the commonplace with 
other applications of this principle.” 

On the subject of “Watch Your 
Copy”, Mr. Sweeney merely bor- 
rowed from the New York daily 
which originated the famous axiom, 
“Tell it to the Smiths and the 
Stuyvesants will understand.” 


Simplicity Is Best 

“Only 5 per cent of public school 
children finish college, which should 
prove the importance of making 
your copy lead the simple life. A 
polysyllabic appeal simply shows 
the extent to which we have gone 
through the gymnasium of English, 
and, inversely, our lack of good 
judgment.” 

The fact that International Cor- 
respondence Schools are spending 
nearly $1,500 a day for postage, 
much of it for direct mail, was cited 
by Mr. Sweeney to show the impor- 
tance of “Test As You Go”. 

“It takes little money and time 
to test out a plan on 2,000 people, 
thereby affording a good index of 
what to expect from any number,” 


Can’t Impose Tax 
to Advertise City 


Tallahassee, Fla.. May 14— 
The City of Jacksonville may 
not impose a tax to raise 
money to advertise the city, 
the Florida Supreme Court 
held. It said: 


“The idea that our cities, 
considered as governmental 
agencies, are vast commercial 
institutions specializing in 
pleasure grounds, athletic 
fields, radio broadcasting sta- 
tions, music halls and stadiums 
is a novel one, especially in 
view of the powers of govern- 
ment as defined and outlined in 
our Constitution.” 


he said. “We test everything new, 
no matter how perfect it seems.” 

Explaining his fourth command- 
ment by describing its application 
to the greatest problem he has had 
to face, Mr. Sweeney said: 


“The big outstanding objection, 
reason or excuse that men give for 
not taking our courses is ‘I can’t 
afford it.’ 


“For many years we felt we were 
meeting the objection with fair suc- 
cess by writing a four-page letter 
attempting to argue down this type 
of prospect. All went well until the 
depression of 1921, when we met 
with this problem at every turn and 
the old letter was shown up as al- 
most useless. 


Flaw in Copy 


“Studying the follow-ups critic- 
ally, it struck me that we were 
actually writing an attack on the 
prospect that would cause him to 
bristle and to see in the letters only 
something written by one who had 
a selfish motive. 


“TI realized we must find some way 
to tell the prospect all he needed to 
know without hurting his feelings, 
and it finally occurred to me that 
the way to do this was by taking 
the I. C. S. and the prospect off the 
stage entirely, place them in the 
audience, and then set up two other 
figures on the stage for the prospect 
to look at. 


“T recalled the most unique volun- 
tary testimonial we ever received 
was from a man who postponed en- 
rolling because of lack of funds. 
Later he sent us a complete story 
of his subsequent advancement stage 
by stage until he was earning $225 
a month more than when he enrolled. 


“Naming this successful student 
Bill, I put him up on the stage be- 
side another figure I named Jim, 
who was the embodiment of all our 
‘Can’t afford it prospects’. The plot 
of the piece was that Bill and Jim 
were friends from early boyhood, 
handicapped by the same meager 
education and limited opportunities. 


“The prologue tells how Bill’s suc- 
cess had made Jim think of enrolling 
for an I. C. S. himself and how he 
was putting it off because he didn’t 
think he could afford it. The play 
consists of a seven-page letter writ- 
ten by Bill to Jim, which outlines 
in terms of Bill’s success everything 
I used to say directly to the ‘I can’t 
afford it’ prospects. 


“From that day to this,” con- 
cluded Mr. Sweeney, “whenever any- 
one writes us that excuse, we reply 
with a cheerful letter of three para- 
graphs telling him we are enclosing 
an interesting little story entitled 
‘Bill’s Letter to Jim’ that is one of 
the finest messages one regular man 
ever sent to another. 


“Not a word is said about enroll- 
ing—Bill’s letter takes care of that 
for us.” 


Ewing Newspapers 
Are Left in Trust 


The estate of Col. Robert Ewing, 
publisher of the New Orleans States 
and three other Louisiana newspa- 
pers, were left in trust for ten years, 
with John D. Ewing, his son, as sole 
trustee, according to the publisher’s 
will, filed for probate. 

Two sons, John D. and James L. 
Ewing, and the widow, Mrs. Grace 
Nolan Ewing, are named joint tes- 
tamentary executors. 

“I know by experience,” said the 
will, “that the policy of a newspaper 
must be controlled by one man.” 
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The ‘Loughest JOB 


us it seems “just a few years 


this Industry Ever 


Had 


ago.” Our proneness not to realize all that has 


I: is nearly twenty years since Germany declared war on Russia yet to most of 


happened since 1914 is responsible for many of the troubles of today. 
Since the Battle of the Marne there has been revolution after revolution. Old 
orders everywhere have been destroyed. 
There have been revolutions in governments—but greater than these have been—par- 
ticularly in this country—the revolutions in’ society, in education, in manufacture, in 
selling, in eating, in drinking, in finance, in religion and in nearly everything with which 


mankind has to do. 


A pope speaks to the world at its firesides . . 


stores . 


advertises for customers. 


Change. . 


. change. . 


. change . 


they MUST keep not only abreast of the times but ahead. 
The toughest job before this industry today is not financial, not physical, not me- 


chanical— but mental. 


. a mail order giant opens retail 
. . a laborer rides to work in his own automobile . . 


. a coal dealer 


. « Is it any wonder even our best leaders 
are’ out of tune with those they are presumed to lead? Yet. . 


. if they would lead 


We have an industry trained in one method of making profit—and the old system 


has been overthrown. 


All factory profits tomorrow will come from—and only from—an organization of 
dealers which makes money and the factory organization from now on must be one 
which carefully selects dealers, helps them to be profitable and keeps them as a per- 


manent foundation. 
dividends. 


The banker himself has so ruled. P 
Some of the industry’s leaders are abreast of and ahead of the times. Others still 


hope the old days will return—but they never will. 


Within such dealers there will be no foundation and uncertain 


And even those leaders who are 


planning aright are handicapped by assistants and sub-assistants who are trying to work 
the new plan with the old tools. 

Every member of a car manufacturing organization down to the last field man must 
be aware of the basis for tomorrow’s profits—for both dealer and manufacturer—before 


full effectiveness ma 


be had. 


The toughest job for a man is to acquire a new frame of mind and we have thou- 
sands who were diligently trained in a system that has been overthrown in the revolu- 
tion that has just passed over this industry. 


By 


RAY W. SHERMAN ... EDITOR OF 


MoToR 


! 


—— 
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Find New Way — 
to Shade Line 
Illustrations 


The Comptoan Company has been 
formed in Chicago, with headquar- 
ters at 310 S. Michigan avenue, to 
merchandise a new method of shad- 
ing line illustrations. The new meth- 
od, according to the company, en- 
ables commercial artists and illus- 
trators to do screen work direct on 
their drawings. 

The process, known as Comptoan, 
involves the use of specially printed 
transparent dry ink screens, which 
are obtainable in 28 different designs 
and tints. 

With Comptoan, it is claimed, the 
artists are enabled to incorporate in 
their original sketches the actual 
screens, tints or shadings to be re- 
produced in the plate. By incorpo- 
rating these tints in the drawing, the 
artists are better able to visualize 
their completed work, besides saving 
the additional cost of 70 per cent for 
the regular Benday method. 

The Comptoan dry ink screens are 
laid face downward in position over 
the area to be shaded and rubbed 
over with pressure with a burnisher, 


so that the design adheres to the 


sketch. No water, acid or liquid is 
used in applying the Comptoan 
sheet. The artist then shaves off 
with a pointed instrument, such as 
a penknife, the parts not wanted. 
All or part of the screen can be 
removed. 

There is a wide variety of screens, 
enabling the artist to supply a wide 
open screen for small reductions and 
a finer screen of the same design for 
larger reproductions. 


Richard F. Reaume 
Is Dead in Detroit 


Richard F. Reaume, Sr., whose 
advertising career in Detroit covered 
more than 50 years, died suddenly 
May 6 of heart disease. He was 71 
years old. 

He joined the George M. Savage 
Advertising Agency in 1880, and 
spent 47 years with it. He then 
organized his own agency, but re- 
tired from business several years 
ago. 


Merger Ends Fight 


Six years of litigation has been 
ended by the merger of Miilhens & 
Kropff and Ferd. Miilhens as Ferd. 
Miilhens Inc., the New York branch 
of Ferd. Miilhens “4711” Cologne on 


Rhine, Germany. 
will be handled by 


The advertisin 
the E. T. Howard Co., New York. 


‘Parade,’ New 
Smart Weekly, 
Appears June 4 


Cleveland, O., May 14—Parade, a 
new smart weekly, will publish its 
first issue June 4. W. Holden White, 
editor of Polo, is editor and presi- 
dent of Parade, with Carle B. Rob- 
bins as managing editor. 

Winsor French, William N. Gates, 
Jean White, Gus Peck and others 
are associated. Jerome B. Zerbe, Jr., 
art director, has been in Paris, Ber- 
lin and Vienna for several months 
gathering material for the new 
weekly. 

George B. Park is business man- 
ager and Powers & Stone, Inc., will 
be advertising representatives, in 
Canada, as well as the United 
States. 

Parade is heralded as “the weekly 
exponent of sophistication. Parade’s 
appeal to busy people lies in its con- 
cise style. It minces no words. It 
gets to the point. It conserves read- 
ing time.” 

Illustrations will consist largely of 
exclusive originals in color. 
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GROCERS LEAGUE 
NEWEST ENTRY 
IN CHAIN FIELD 


Jobber and dealer sentiment ex- 
pressed at the food trade conven- 
tions in January has resulted in the 
organization of the Continental Mar- 
keting Corporation, Chicago, to serv- 
ice jobbers and dealers wishing to 
affiliate with a national voluntary 
chain organization. 

Retail member units will be known 
as Grocers’ League Stores, except in 
the case of well established chains, 
which will not be required to change 
their names. 

John J. Miller, for eight years 
sales manager of Sprague, Warner 
& Co., Chicago, is president; Fred 
J. Nichols, formerly merchandising 
manager of the National Cash Reg- 
ister Companv. is vice-president; 
» nm. Ozanne. who was advertising 
menuyer of Carson Pirie Scott & 
Co. (retail), Chicago department 
store and a partner in a Chicago 
advertising agency, is also a vice- 
president, and Fred Patten, presi- 
dent of the Chicago Offset Printing 
Company, is treasurer. Temporary 
offices have been opened in the Mer- 
chandise Mart. 


Idea Takes Hold 


Although the voluntary chain idea 
is less than five years old, there are 
now 54,797 independent organized in 
voluntary chains, compared with 49,- 
567 separate chain units. 

As the number of organized inde- 
pendents is increasing rapidly, or- 
ganizers of the new project predict 
strenuous competition between vol- 
untary chains, as well as between 
corporate chains and independents. 
They believe their own problem can 
best be solved with merchandising 
economy based on capitalizing con- 
sumer acceptance of both nationally 
advertised and private brands. 

Therefore, advertising, to be lim- 
ited to newspapers in individual 


markets, will feature nationally ad- 
vertised goods enjoying regional 
popularity, along with the private 
brands of the jobber member. 

This plan differs radically from 
that of the Independent Grocers’ 
Alliance, which is now the largest 
national voluntary chain. While not 
overlooking the merchandising job, 
the I. G. A. has laid stress on group 
buying power, and, as its position 
strengthened, has brought out many 
items under the I. G. A. label. and 
advertised them in newspapers and 
magazines. 


The Continental Plan 


The promoters of the Continental 
Marketing Corporation believe if a 
large grocery chain can make a 
profit of $30,000,000 a year on an 
investment of $75,000,000 while 
handling many nationally advertised 
items and advertising its own goods 
in addition, independent dealers and 
jobbers can so organize themselves 
as to make a good profit without 
resorting to new brands, which, in 
the final analysis, are said to be an 
extra expense. 

Many national advertisers of food 
products are spending large amounts 
for direct selling and dealer contact- 
ing, and the new company believes 
they can be induced to divert such 
funds to affiliates of the Continental 
Marketing Corporation in the form 
of lower prices in return for guar- 
anteed distribution. 


Col. Patterson Flies 
Col. J. M. Patterson, one of the 
publishers of the Chicago Tribune, 
has bought a ten-passenger Sikorsky 
plane for his personal use from the 
Sikorsky Aviation Corp., Stratford, 
Conn. 


N. Y. Agencies Merge 


Littlehale-Burnham-Rossiter, Inc., 
and Hicks, Clarke & Co., New York, 
have affiliated, H. L. Hicks becoming 
a director of the former. Offices have 
been combined at 175 Fifth Avenue. 


Sales Manager Sails 


Ralph Weddell, sales manager of 
the O. K. Tool Co., Shelton, Conn., 
has sailed for a long trip through 


Europe. 


add Voice 


to 


your feet! 


Do YOU have a few thousand feet of unused 
sales or merchandising film that is not working for 


you? 


Would you like to turn your investment in mov- 
ing pictures into a profitable ally for attracting new 


business? 


We don’t know that you can. But —if we had an 


opportunity to see your 


films — study them — to 


determine if they can be re-cut and re-edited, or — 


— Better still, if they can be transformed FROM 


SILENT INTO TALKING 


PICTURES for freshened, 


aggressive approach to old and new business pros- 


pects, we could tell you honestly whether or not it 


is worth while resurrecting your idle celluloid. 


Of course our major forte is the planning, produc- 


tion and exhibition of new business films. 


For 


many years we have served more than thirty-five 


of America’s first names in advertising. Our trained 


business film experience 


is also available to you 


either through your advertising agents or direct. 


CASTLE FILMS 


Palmolive Building 
CHICAGO 


Film Center Building 
NEW YORK 


LIKES BABIES 


She also likes to draw them, so 
K. Alexander, art director of Liter- 
ary Commodities, Inc., New York 
agency, specializes along this line 

She is the originator and illus- 
trator of a book published by P. F. 
Volland & Co. for a California milk 
company to present to new mothers. 
Volland will publish a trade edition 
of this book shortly. 


* 


Says Movie Men 
Are Opposed to 
Sponsored Films 


Fear of antagonizing both news- 
papers and public are two of the 
reasons advanced by Martin Quigley, 
publisher of Motion Picture Herald 
and Motion Picture Daily, Chicago, 
to explain the sentiment against 
sponsored films prevailing in the 
motion picture industry. 

“Newspapers and other publica- 
tions whose active co-operation the 
motion picture industry requires ob- 
ject to sponsored films,” said Mr. 
Quigley. “The risk of having co-op- 
eration from these sources withheld 
is viewed apprehensively. 

“A considerable portion of the 
public is not yet entirely won over 
to the new type of motion picture 
entertainment. Advertising films, 
therefore, jeopardize the public’s 
good-will toward motion picture en- 
tertainment, the degree of resent- 
ment and the speed of reaction hav- 
ing already been demonstrated in 
various places. 

“The soundness of screen adver- 
tising, because of the necessity of 
nothing more than casual reference 
to the product advertised, is ques- 
tioned and the advertising effect 
brought into doubt. 

“When a newspaper or magazine 
is purchased the reader retains the 
prerogative of either looking at or 
ignoring the advertisements. The 
theatre patron has no such alterna- 
tive. 

“The patron’s admission price is 
paid for entertainment. It is an un- 
warranted presumption to use his 
time—after accepting his admission 
fee—for any purpose other than to 
entertain him.” 


Cincinnati Names 
Nominating Groups 


Two nominating committees have 
been appointed by the Advertisers’ 
Club of Cincinnati. That named by 
the president is headed by George 


Matthews, of the lLunkenheimer 
Company, members being Alex 
Thomson, Jr., Champion Coated 


Paper Co.; Wm. Sullivan, Massa- 
chusetts Mutual Life Ins. Co.; Ben 
Faulkner, Fay & Egan Co., and R. 
G. McDonald, Perry Printing Co. 
The members chose D. A. McDon- 
ald, Western Newspaper Union, as 
the chairman of their committee, 
made up of P. R. Pettit, Cincinnati 
Post; Thomas Albershart, Albers- 
hart Paper Co.; John Hennegan, 
the Hennegan Co., and S. A. Bram- 
kamp, Bramkamp Printing Co. 


Newspapers Win Case 

County auditors of Utah must 
publish a detailed financial state- 
ment in the newspapers in January 
of each year, the State Supreme 
Court has ruled. Some authorities 
contended a brief statement would 
suffice. 


WHY LOVELAND 
LEFT STANCO 


New York, May 14—E. B. Love- 
land, who resigned as advertising 
manager of Stanco, Inc., to become 
vice-president of the Electrographic 
Corporation, New York, gained his 
knowledge of printing production 
problems first hand when he op- 
erated the E. B. Loveland Printing 
Company, Inc., New York. 

He disposed of the business 11 
years ago to become Eastern sales 
manager for the McLean Publishing 
Company, Toronto, and five years 
later was appointed advertising 
manager of Stanco, Inc., a subsidiary 
of the Standard Oil Company of 
New Jersey. 

Mr. Loveland’s decision to return 
to the production end of advertising 
was due largely to his interest in a 
new direct-pressure newspaper hy- 
draulic matrix moulding press, for 
which the Electrographic Corpora- 
tion has exclusive selling rights in 
this country and Canada. 

“Mats produced with this ma- 
chine,” said Mr. Loveland, “show 
perfect, even, deep impressions. For 
illustration in newspaper copy they 
substitute with perfect satisfaction 
for electrotypes, reducing the plate 
cost about 50 per cent. 

“Another merit is that they do not 
shrink. Mat shrinkage sometimes 
costs the advertiser as much as five 
or six lines.” 


His New Work 


Mr. Loveland will direct the sale 
of both equipment and_ service 
through subsidiaries of the Electro- 
graphic Corporation. These include 
the Wright Company Illustrators, 
Inc., New York and Chicago, the 
Reilley Electrotype Co., New York 
and Detroit, The Independent Type- 
setting Co., Typographers Service 
Co., and the Fine Screen Mat Cor- 
poration, New York, the Independent 
Ad-Plate Company, Chicago, the 
Michigan Electrotype & Typesetting 
Co., and the American Electrotype 
Co., Detroit, and the Advance- 
Wright Co., Indianapolis. 

As advertising manager of Stanco, 
Inc., Mr. Loveland had charge of an 
annual appropriation of $3,000,000. 
This was apportioned between Dag- 
gett & Ramsdell products, Flit, Nu- 
jol, Histol, Trim, an automobile pol- 
ish, and two agricultural insecticides. 

His idea of advertising Flit with 
humorous cartoons drawn by Dr. 
Seuess made that product the best 
known of its kind. The series has 
struck so deep in public appreciation 
that every revue now on Broadway 
is making some use of the Flit 
theme. 

Mr. Loveland served the Associ- 
ation of National Advertisers on its 
program and radio committees and 
as chairman of the drug products 
group. He was also vice president 
of the Insecticide and Disinfectant 
Manufacturers Association. 


Seattle Club Names 
Its 1931 Candidates 


; Orrin Hale, of the Pioneer Print- 
ing Co., has been nominated for first 
vice-president of the Advertising 
Club of Seattle. Other nominees: 
Second vice-president, Claude Ar- 
nold, Arnold-Morgan Advertising, 


Inc.; third vice-president, Jessie 
Landwehr; treasurer, Robert W. 
Sprague; 

Directors: Lee Double, Mail Ad- 


vertising Bureau; Larry Conaway, 
Washington Advertising Brokerage; 
E. E. Embree, Carter-Rice Paper 
Co.; Arthur Gerbel, Jr., Foster & 
Kleiser; Kay Gresham, Puget Sound 
Navigation Co.; P. W. Harries, Pa- 
cific Poultryman; W. P. O’Connell, 
Catholic Northwest Progress; C. B. 
Lindeman, Post-Intelligencer. 


Women’s Club Picks 


New York Delegates 
Scotch Jenness has been appointed 
On-to-New York chairman of the 
Women’s Advertising Club of Chi- 
cago for the A. F. A. convention. 
Delegates are Josephine Snapp, 
Lucille B. Fisk, Regina Neuman, 
Helen Holloway, Evalyn Grumbine, 
Lois Donaldson, Camille Rathbun, 
Bernice Blackwood, Marion Cottle 
and Miss Jenness. 


HOME AGAIN 


E. B. Loveland 


Direct Appeals 
for Insurance 


Agents Ethical 


New Orleans, La., May 14—A de- 
bate on the question, “That it is 
unethical for life insurance com- 
panies to use insurance journals for 
direct advertising appeals for 
agents,” featured a meeting of the 
Southern Advertising Insurance Con- 
ference. 

Bert Leiper, of Greensboro, N. C., 
presented the affirmative and H. G. 
Mitchell, of the same city, the nega- 
tive. The judges decided for the 
negative side. 

Rex B. Magee, Lamar Life Insur- 
ance Co., Jackson, Miss., was elected 
general chairman of the Conference, 
which selected Dallas, Texas, as the 
next meeting place. 

R. B. Cousins, of the San Jacinto 
Life Insurance Company of Beau- 
mont, Texas, credited newspaper ad- 
vertising campaigns with playing a 
substantial part in the upbuilding of 
any insurance organization. He 
quoted figures to show that daily 
newspaper advertising had helped 
build the Texas organization from 
a small organization to one of a 
formidable nature. He said in the 
future daily newspaper advertising 
will play an even more important 
part than formerly in the promotion 
program. 


Issue Two Editions 


of Farm Magazine 
Effective at once, The Farmer and 
Farm, Stock & Home, St. Paul, will 
publish two editions weekly, one for 
Minnesota and the other for the two 
Dakotas. 
More exact coverage for advertis- 
ers is given as the reason for the 
change. 


New Work for Weeks 

Charles A. Weeks has retired as 
president of Charles A. Weeks & 
Co., New York agency, to become 
chairman of the board of Menken 
Advertising, Inc., New York. 


WANTED! 
SPONSORS 


for a series of thirteen fifteen- 
minute delightfully diverting, novel 
and entertaining Radio Programs. 


UNDER 
SOUTHERN 
SKIES 


A complete series of Electrical 
Tgnenriptions eontny ome for 
advertisers t 
ans ory wanting programs for spo 


cs 
THE HANJON COMPANY 
Incorporated 
Electrical Transcription Service 
755 Seventh Ave., New York City 
Phone Circle 7-3833 
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Advertising Achievement Week was held in Los Angeles recently as a prelude to the 
Long Beach convention of the Coast Clubs in June. Left to right, Dan B. Miner, presi- 
dent, Pacific Advertising Agencies Assn., and Los Angeles chairman of Achievement 
Week; Paul Block, who recently added the Los Angeles Evening Express to his string, 
and who was guest of honor; Russell N. Lockwood, Lockwood-Shackelford Co., Los An- 
geles, general chairman; and Daniel L. Scott, advertising director, Los Angeles Gas & 
Electric Corp., president of the Advertising Club of Los Angeles. 


Campaign for 
Dallas Brings 
New Industries 


Dallas, Texas, May 14—Industrial 
Dallas, Inc., has closed its three-year 
advertising campaign on Dallas and 
the Southwest and has rendered a 
report of results. The report recom- 
mends, in order that the cumulative 
value of the advertising already 
done may be capitalized, that the 
campaign be continued. 


The campaign was launched three 
years ago through national publica- 
tions, with a total of 384 pieces of 
copy reaching a combined circulation 
of 101,141,249. The appropriation 
was $450,000. 

The report said the campaign has 
increased the percentage of execu- 
tive inquiries from 39.4 the first year 
to 70.2 the third year. The average 
number of new businesses brought 
to Dallas increased from 455 yearly 
for the three-year period preceding 
advertising to an average of 761 
yearly during the three-year cam- 
paign. 

The average number of new 
branches increased from 98 yearly 
for the three years preceding the 
campaign to 208 yearly during the 
three-year campaign. 


Further results are seen in the 


126 new manufacturing plants estab- 
lished in the last three years, and in 
the payroll increase of $24,000,000. 


Porter Is Editor 


of Tower Magazines 

Verne Hardin Porter has become 
executive editor of Tower Maga- 
zines, Inc., New York. 

Since eamiag the Hearst organ- 
ization, where he was editor of Cos- 
mopolitan, he has been editor-in- 
chief of Paramount Pictures and 
Universal Pictures. 


Haubold Acquisition 
to “Farm Journal” 

Arthur C. Haubold, owner and 
publisher of Illinois Farmer until 
it was recently merged with Prairie 
Farmer, has joined the Western ad- 
vertising office of The Farm Jour- 
nal, of Philadelphia. 

He will work from Tribune Tower, 
Chicago. 


Ripley on the Air 
Via Radiotelephony 
Robert L. Ripley, of “Believe It 
or Not” fame, will broadcast from 
aboard the S. S. Leviathan May 20, 
inaugurating a new series for the 
Standard Oil Company. 
McCann-Erickson, Inc., New York, 
is the agency for the program. 


Adds Rotogravure 
The Detroit Sunday Times is the 
latest to add a rotogravure section 
as a regular feature. Eight pages 
were issued in the initial run. 


- family is present. 


‘USE THE USER’ 
IS SLOGAN OF 
G-E SALESMEN 


St. Louis, Mo., May 14.—“Use the 
user!” 

That slogan, translated into sales 
by the automotive industry, is also 
largely responsible for the success of 
the General Electric refrigerator, 
William Burton, sales manager of 
James & Co., local distributors, told 
the St. Louis Association of Manu- 
facturers’ Representatives. 

The other version of the slogan, is 
“See a user by nine and start the 
day fine.” 

This may not be very good poetry, 
but it is great salesmanship, accord- 
ing to Mr. James. 

“The salesman’s first daily call is 
usually, not on a prospect, but on a 
previous buyer of a G-E refriger- 
ator,” he explained. “The salesman 
finds the door wide open when he ex- 
plains he has a gift for the buyer. 
The present is a wide-mouthed glass 
water bottle made to fit the refriger- 
ator. 


Getting New Prospects 


“This, of course, starts a conver- 
sation in which the salesman en- 
deavors to learn whether or not the 
purchaser of the G-E has had 
friends in recently, and whether they 
were properly impressed with the 
latest acquisition.” 

The answer is that 49 times out 
of 50, the salesman carries away 
the name of a live prospect for a 
refrigerator—live, not only because 
she wants the refrigerator, but be- 
cause she insists on “keeping up with 
the Joneses.” 

When stalking his new quarry, the 
G-E salesman conceals the real ob- 
jective of his call and informs the 
lady of the house that his mission 
is to make a survey to show how 
much it is costing her not to have 
automatic refrigeration. The aver- 
age annual loss shown by these sur- 
veys is $54, and G-E has Govern- 
ment figures to back up its conten- 
tion. 

On the third visit, the salesman 
leaves a recipe book, while the 
fourth is usually made in the eve- 
ning, when the wage earner of the 
Another book, 
“The Food Budget,” is left behind. 

If there is a child in the home, 
a fairy tale about Betty Lou, who 
became ill because she ate some food 
which was not properly refrigerated, 
is also presented. The child usually 


insists that her father read this 
story to her. 
Closing the Sale 

On the fifth call, the man of the 
house is the target for most of the 
salesman’s ammunition, the mistress 
having already been sold. It is here 
that the salesman presents the sale- 
closing question to the feminine half 
of the equation: 

“If Mr. Home Maker will make 
the first payment, can’t you, on the 
savings effected as explained, make 
the remaining ones?” If the answer 
is affirmative, as it is nine times out 
of ten, nothing remains to be done 
but make a store appointment. 

The salesman leaves a catalog, so 
that the prospects may decide the 
type they want. In the store, the 
rest of the technical story is told 
with the visualizer, consisting of a 
large illustrated chart. 

This chart presents such monu- 
ments as a famous steel bridge and 
the Chrysler Building, which are 
compared with the G-E refrigerator. 


Elect Delegates 


F. T. Carroll heads the list of 
delegates of the Des Moines Adver- 
tising Club to the A. F. A. conven- 
tion in New York in June, receiving 
99 votes. Other successful delegates 
are Arthur Brayton, Harry Six- 
smith, Norman Cassiday, Jack Neal, 
Wm. A. Temple, Paul D. Patterson, 
G. Dan Frey, and B. F. Spry. 


British Expert Here 


V. J. Revely, governing director 
of Erwoods Ltd., London advertising 
agency, arrived in New York May 
10 for a ten-day stay. He is making 
his headquarters with the Millsco 
Agency, 1 Park avenue. 


Buy Baby Food 
Johnson & Johnson, New Bruns- 
wick, N. J., manufacturers of surgi- 
cal supplies, have acquired a sub- 
stantial interest in the Harold W. 
ae Baby Food Corp., Rochester, 


To Direct Service 


B. R. Secord has become director 
of service of the De Soto Motor 
Corp., Detroit, succeeding Milton 
Pulford, promoted. Mr. Secord was 
formerly with the Chrysler Motor 
Parts Corporation. 


Start Food Copy 


John Hoffman & Sons Co., Mil- 
waukee, coffee and food products, 
has launched a newspaper and radio 
campaign through Klau-Van Pieter- 
som-Dunlap Associates. 


Magazines for Shoes 


General magazines and direct mail 
will be used by the Sun Advertising 
Company, Toledo, for M. T. Shaw, 
Inc., Coldwater, Mich., Trade Build- 
ers shoes. pee 


—--- 


Your Mind’s Eye | 


Picturing the comparative incomes of farm families permits 
correct distribution of your advertising to get best sales results. 


eee ae ok 


Relative sectional farm buying power ? 


The area of each state represents the farming income of the state—or 
farm buying power. (Figures sent on request.) 


Buying power per farm family? 
White designates the states where buying power per farm is above the 
United States average. ONE average farm income in the white states 
equals TWO in the black states. 


Relative value of farm magazines? 


Here, where farm subscribers average much higher buying power, The 
Farm Journal reaches 150,000 more farms than any other publication. 


Because of its concentration in the richest sections, The Farm Journal 
covers one-sixth more farm buying power than the second farm magazine 
—38% over the third—51% over he fourth—924 over the fifth. 


W here advertised goods flourish! 


Here are most buying centers, best roads, most farm automobiles—farmers 
can easily obtain any advertised goods desired. Therefore, they read 
advertising more closely, and merchants here study farmers’ preferences. 


For largest sales return from money spent in advertising to farmers 


The farm ournal 


Large maps WASHINGTON SQUARE, PHILADELPHIA PF 
sent on request 
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no greater 


where at 


QM, 


No finer circulation, 


power available any- 


QM,P 


Quality Magazines, Preferred -:- Atlentic, Current History, Harpers, Scribner's 


purchasing 


any price 


ONE ORDER 
ONE PLATE 
ONE BILL 

ONE RESULT 


$1 FOR OLD IRON 
CUTS RESISTANCE 


Mansfield, O., May 14—Using 
Good Housekeeping and the Ladies’ 
Home Journal to announce the event, 
the Westinghouse Electric & Mfg. 
Co. has concluded its third annual 
nation-wide allowance sale on its 
leading model iron. 

Dealers allowed $1 on any kind 
of iron, regardless of condition, on 
the purchase of a Westinghouse Ad- 
just-o-matic Iron retailing at $8.75. 
The offer did not apply to other mod- 
els, which range in price from $5 to 
$9.75. 

Dealers’ tie-in material included 
handbills and balloons for house-to- 
house distribution, giant posters and 
other store display pieces, with mats 
for newspaper advertisements. All 
selling aids were imprinted with the 
dealer’s name and address. 

Newspaper advertising, and pay- 
ment for it, was left to the discre- 
tion of dealers. The balloons cost 
them $5 for $2.50, which scaled down 
to $15 for 5,000. The other material 
was free in reasonable quantities. 


Don’t Take Orders 


Westinghouse domestic electrical 
specialties are distributed through 
independent jobbers and _ dealers. 
The company contacts larger dealers 
direct through its sales promotion 
department, but the representatives, 
unlike most manufacturer’s men op- 
erating on this set-up, do not take 
orders for the jobbers. The Westing- 
house men confine their efforts ex- 
clusively to sales promotion, leaving 
the actual selling to the jobbers’ 
salesmen. 


Dealers are compensated for the 
$1 allowance by special prices effec- 
tive from April 1 to May 15. For- 
merly, these prices were withdrawn 
at the beginning of the sale May 1. 

The regular discounts are 37 per 


FEATURE TRADE-IN 


7 


THROW AWAY YOUR OLD IRON! 


it is worth reel money to you between May it" ond May 5” 


Ts ” 
Westinghouse {4 1-...0.0/- Zo 


cent in lots of 24 and 33 per cent in 
lots of 12. During this period, deal- 
ers are quoted net wholesale prices 
which give them the same percent- 
age of profit after deducting the $1 
allowance. The exception occurs in 
the case of dealers who buy less than 
a dozen irons. On this quantity the 
dealer makes 27 per cent instead of 
the usual 30 per cent when he allows 
the trade-in. 


Voss President of 
St. Louis Publishers 


A. F. Voss, former secretary of 
the American Paint Journal Co., St. 
Louis publishing house, has been 
elected president, succeeding the late 
Allen W. Clark. H. T. McClure was 
elected secretary. 

. George H. Priest, Jr., continues as 
vice-president. 


Start “Beauty Industry” 


The Howell Publishing Co., New 
York, publisher of American Hair- 
dresser, has begun publication of 
Beauty Industry, a fortnightly for 
manufacturers and jobbers in the 
beauty goods field. 


BUREAU GIVES 
ENDORSEMENT T0 
NEW SALES PLAN 


Outdoor Solicitors Still Oppose 
It, However 


New York, May 14—Though so- 
liciting organizations in the outdoor 
field continue to express dissatisfac- 
tion with the plans outlined by Out- 
door Advertising, Inc., the new sales 
agency of the outdoor industry, the 
National Outdoor Advertising Bu- 
real has given its approval to the 
latter’s modified plan. 

This endorsement was forthcom- 
ing with the proviso that Outdoor 
Advertising, Inc., confine its opera- 
tions to solicitation, instead of clear- 
ing any of the business it might re- 
ceive from any source, and that it 
allow advertising agencies to place 
business as they see fit. 

Otherwise, the National Outdoor 
Advertising Bureau felt, the situa- 
tion would revert to its former 
status and little or no improvement 
could be expected. With the accept- 
ance of these stipulations, the Bu- 
reau issued an announcement favor- 
ing the new set-up. 

The objection of solicitors is based 
on their understanding that a dual 
commission rate will prevail. Agen- 
cies will get the full 15 per cent, but 
solicitors will receive 16 2/3 per cent, 
as in the past, the solicitors have 
been informed. They feel they will 
work at a disadvantage under such 
conditions, since the business will 
tend to seek the most economical 
outlet. 


To Begin Soon 


Indications are that Outdoor Ad- 
vertising, Inc., will begin operations 
in the immediate future. May 18 
was the original date set. It is said 
that it is doubtful whether the new 
organization can begin to function 
by that date, but that it will swing 
into its work in the not distant fu- 
ture. 

The line-up of Outdoor Advertis- 
ing, Inc., as reported in ADVERTISING 
AGE of May 9,, was incomplete. In 
addition to Kerwin H. Fulton, presi- 
dent of the General Outdoor Adver- 
tising Company, who is president, 
the officers are George W. Kleiser, 
Foster & Kleiser, vice-president, and 
George I. King, secretary-treasurer. 

These, with the following, com- 
prise the executive committee: P. L. 
Michael, Houston, Texas; E. C. Don- 
nelly, Jr., Boston; Leonard Drey- 
fuss, United Advertising Corp., New 
York; Harry C. McDonald, Walker 
& Co., Detroit; Burnett W. Robbins, 
General Outdoor Advertising Co., 
Chicago; Rex Bell, Terre Haute, and 
J. B. Stewart, Clinton, Iowa. 

One of the officers of Outdoor Ad- 
vertising, Inc., said 63 per cent of 
the plant owners of the country have 
signed up for the new plan. 


Blakeslee Returns 


William F. Blakeslee will return 
to Chicago as assistant to L. M. 
Barton, managing director of the 
100,000 Group of American Cities, 
being succeeded as manager of the 
New York office by Brockholst 
Mathewson, late of the Gravure 
Service Corp. 


Jarrett with Agency 
Roy H. Jarrett has joined the 
Jewell F. Stevens Company, Chi- 
cago, as account executive. Mr. Jar- 
rett is the author of two books, “It 
+ Som og and “The Meaning of the 
ark.” 


Get Service Account 


The McAuliffe Express Co., Chi- 
cago, has appointed Gale & Pietsch, 
of that city, who will use magazines 
and window displays. 


Steel Account to Frank 
The Chicago office of Albert Frank 


i “ul al 
& Co. has been appointed by the everybody reads the news 


Acme Steel Co., Chicago. 
papers will be used. 


Business 


VARIATIONS IN ADV 


ERTISING CONTENT 


OF BROADCASTS 


Chain Programs 


Total Advertising Per at 
Firm Name or Program Time Time* 
(Min.) (Min. & Sec.) Advetiatedl 

Sunkist Oranges ........... 30 3’24” 11.3 
Jeddo Highlanders .........................- 30 55” 3.0 
Gold Medal Fast Freight...... 30 350” 12.8 
Three Bakers .... ca 3’2” 10.1 
Fleischmann’s Yeast (Rudy)... ve Ae . 60 3'15” 8.7 
Quaker Oats baad ‘Coms)- eee 15 1'20” 8.8 
La Palina Cigar... 15 2°10” 14.4 
Anheuser Busch . 15 1'30” 10.0 
Cremo Cigar (Pryor)... 15 1'15” 8.3 
Barbasol Barbers  -1..c1.:ccccccccccccscssccssccssssesssessessees 15 2’ 13.3 
Postal Telegraph . sceeisdiaiacioeesee ts 1'53” 12.5 
Goodrich (Abe & David)... ees ase 15 2’05” 13.8 
Pepsodent (Amos ’n’ Andy)... 15 2’32” 16.8 
Premier Salad Dressers.......0..0.00000-0%.™- 15 ¥ 6.6 
SS ee 30 1’30” 5.0 
Canadian Pacific .... 30 1'30” 5.0 
Collier’s Radio Hour... 60 1'40” 2.8 
General Electric ................. 60 3’ 5.0 
Rex Cole Mountaineers... ccc con 90 9’ 10.0 
Brownbilt Footlighters 00.00.0.0cccccccc. 15 2’30” 16.6 
Davey Tree Hour 60 2’10” 3.3 
Lowell Thomas (Digest) .......0.00c.c:ccccs 15 2’40” 7,7 
Armstrong Quakers 30 430” 15.0 
Salada Tea 30 2’10” 7.2 
RCA Radiotron 15 1'20” 8.8 
EE SLE, 140” 5.5 
Cook’s Travelogue .. 80 1'20” 4.4 
Blackstone Plantation occ 80 1'40” 5.6 
Stromberg-Carlsor nn..a.icccccscscssssxcoreceresseesssee 30 2 6.6 
Paramount on Parade. ccc 90 5’ 5.5 
General Motors (Auto) occ BO z° 3.3 
eee ee 30 3’ 9.9 
Blue Malt Jester. 15 2’ 13.3 
Speedy and Sapo irr... cecccccceccecemsee 30 4’ 13.3 
Graybar (Joe and Vi) 15 2’10” 14.4 
Florsheim (Coon-Sanders) occccccccoon-. 80 2’25” 8.0 
Happy Wonder Bakers 30 2’45” 9.1 
Van Heusen Collar 30 2’25” 8.0 
A. & P. Gypsies 60 2°10” 3.6 
Robt. Burns (Lombardo)... e 30 1’5” 3.6 
Nestle Chocolate 30 BT” 6.5 
- Eg SS ae eee 15 1'37” 10.8 
Valspar 30 io y 5 
Webster Cigars oincccccccccccsscscssecssssseveetsnsnesenseeeee 15 27” 14.1 
Totals 1,350 10430” 77 


*Includes theme songs. 


—Radio Retailing. 


HEADS CLUB 


J. I. Meyerson 


Mr. Meyerson, who is advertising 
manager of the Oklahoma City 
Times, was elected president of the 
advertising club of that city at the 
annual meeting, succeeding Leonard 
Nelson, of the Oklahoma Gas & 
Electric Co. Elmer Wellin is the 
new vice-president. 


Clark Grave Vault 


to Chicago Agency 


The Clark Grave Vault Co., Co- 
lumbus, O., has appointed Henri, 
Hurst & McDonald, Chicago, to di- 
rect its advertising. 

National magazines and trade pa- 
pers will be used. 


Leaves Sun-Maid 


Roy M. Hagen has resigned as 
manager of the Sun-Maid Raisin 
Growers’ Association, Fresno, Cal., 
and will join the Los Angeles office 
of the Standard Oil Company. 


Classified Manager 


Harry K. Goodall has become 
classified advertising manager for 
Magazines, Inc., Chicago, publisher 
of American Fruit Grower and other 
papers. 


Joins Broadcasters 


Coming from the J. Walter 
Thompson Company, James Ken- 
nedy, Jr., has joined the sales staff 
of Radio Broadcasters of America, 
New York. 


Has Dress Account 
The Mi-Belle Dress Co., New 
York, has placed its account with 
the Hicks Advertising Agency, of 
that city. 


TIMES BLDG., 


Grayba 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


DOUBLEDAY, DORAN BOOKSHOPS, Inc. 


490 Lexington Avenue 
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General Foods Corporation now boasts the largest spectacular electrical display on 


FAMOUS SOUTHERN COFFEE MOVES TO BROADWAY 


( Gene: 4 Ouldeor Ate Ge ) 


Broadway. The sign, designed by Norman Rockwell, was formally dedicated by Col. Joel 
Cheek during the Maxwell House radio hour, with a running description by Graham Mc- 


Namee. 


The display flashes a 200-word running message in letters 64% feet high. The negro 
butler will pour 400,000 cups of coffee for the white-haired Southern gentleman in the 


course of a year. 


EMPLOYES FIRST, 
FRIGIDAIRE PLAN 


Dayton, O., May 14—The Frigid- 
aire Corporation announces an “Op- 
portunity Purchase Plan” by which 
all employes of General Motors Cor- 
poration in Dayton may purchase 
Frigidaires at savings ranging from 
$34.20 to $117.42. 


The plan will remain in effect un- 
til June 10 although E. G. Biechler, 
president and general manager of 
the Frigidaire Corporation, said 
nearly 800 orders have already been 
obtained under this plan. 


The offer was conveyed to all em- 
ployes of the Inland Manufacturing 
Co., General Motors Radio Corp., 
Deleo Products Corp., General Mo- 
tors Acceptance Corp., Moraine 
Products Corp., Frigidaire Corp., 
and the Geyer Company, their ad- 
vertising agency, by the first issue 
of “Opportunity News,” a Frigid- 
aire organ for local divisions of 
General Motors. 


The savings will be credited by 
Frigidaire so that all “down” pay- 
ments will be eliminated. Employes 
who buy a 1931 Frigidaire model 
under this plan may have it installed 
immediately. First payments then 
will not be due until one month later. 

Although the offer is open to em- 
ployes only they are encouraged to 
interest their friends in the new 
Frigidaire. A glass luncheon set of 
19 pieces will be awarded to each 
employe who brings a buyer to the 
local show room. The award will 
be made immediately following the 
sale. 

An essay contest has been ar- 
ranged for General Motors employes 
who now own a Frigidaire. Prizes 
of $57 in cash and 20 seven-piece 
glass water sets will be awarded. A 
frosted glass Frigidaire table water 
server will be presented every Frig- 
idaire owner who enters the essay 
contest. 

Letters on “What My Frigidaire 
Means to Me in Economy and Con- 
venience,” containing not more than 
500 words, will be entered in the 
contest, which closes May 30. 

E.. R. Godfrey, vice-president of 
the Frigidaire Corporation, is the 
sponsor of the employes’ purchase 
plan. 


WINS TOUR 


Daisy D. Worthen 


Mrs. Worthen, who is vice-presi- 
dent of the Rex Letter Service Co., 
St. Louis, won a trip to Canada in 
the ticket selling contest conducted 
by the Mississippi Valley Exposi- 
tion of Progress. 

She was the official candidate of 
the Women’s Advertising Club of 
St. Louis. 


Knu-Knit Has Agency 


The Knu-Knit Mfg. Corp., Chi- 
cago, maker of Knu-Knit Hosiery 
repair machines, has appointed the 
Albert L. Lauer Company, Chicago 
advertising agency, to direct its 
account. 

Trade journals, direct mail and 
dealer helps will be used. 


Hicks Gets Swansdown 


Mark Erdrich & Co., New York, a 
new organization which will manu- 
facture women’s garments, includ- 
ing Swansdown coats, have placed 
their account with the Hicks Adver- 
tising Agency, of that city. 

Trade and class publications will 
be used. 


Publish “Furniture 
Management” in June 


Furniture Management, to be pub- 
lished by the National Association 
of Furniture Manufacturers, will 
make its appearance from Chicago 
in June. 


Dr. A. P. Haake, managing direc- 


tor of the association, is editor. 


KOTEX COPY IS 
NOT DECEPTIVE 


Washington, D. C., May 7—It took 
the United States Tariff Commission 
but a few minutes to rule that the 
Kotex Company, Chicago, has not 
engaged in unfair competition and 
that its advertising material does 
not tend to deceive the public into 
the belief that a product of cotton, 
the plant, is offered for sale. 

The complaint was directed 
against use of the descriptive term 
“Cellucotton” in the advertising 
matter. This, according to the com- 
plainant, whose name was not di- 
vulged, has a tendency to mislead 
the public and to encourage the be- 
lief. that “Kotex” is made of cotton 
when, as a matter of fact, it is a 
product of paper, made from pulp- 
wood. 

No denial was made that the word 
“Cellucotton” appears in all of the 
company’s advertisements, but coun- 
sel for Kotex declared that the 
qualifying words “not cotton” imme- 
diately follow that term. James M. 
Brinson, counsel for the government, 
not only admitted the accuracy of 
this statement, but in a declartaion 
to the commission said: 

“As a lawyer, I cannot stand here 
and stultify myself by saying that 
an order should issue against the 
respondent when my own conviction, 
after a careful study, is to the 
contrary.” 


Twelve Candidates 
for Eight Offices 


The nominating committee of the 
Advertising Club of St. Louis named 
twelve candidates for the board of 
governors for two year-terms be- 
ginning July 1. Eight of the follow- 
ing will be elected: 

W. Earl Aumann, Weil Clothing 

-; J. Carr Gamble, St. Louis 
Globe-Democrat; Arthur C. Hos- 
kins, Al Fresco Advertising Co.; 
D. D. Knight, Graphic Studios; Vin- 
cent A. McGrath, Missouri Pacific 
Lines; Kenneth R. McMath, Nelson 
Chesman & Co.; 

A. B. Murphy, Westinghouse Elec- 
tric & Mfg. Co.; A. J. Rose, Skinner 
& Kennedy Stationery Co.; George 
D. Rosenthal, P. C. Murphy Trunk 
Co.; William Sherrill, First National 
Co.; Norman B. Terry, Laclede Gas 
Light Co.; Fred E. Winsor, General 


How Cleaning 


. Preparations 


Reach Public 


Washington, D. C., May 14—Man- 
ufacturers of cleaning and polishing 
preparations sell principally to 
wholesalers. Of 1929 sales of $50,- 
989,000, 58.3 per cent went through 
this channel. 


The remainder were divided as 
follows: to industrial users, 18.5 per 
cent; to retailers, 11.6 per cent; to 
manufacturers’ own wholesale 
branches, 10.4 per cent; to household 
users, 1.2 per cent. 

Manufacturers of envelopes sell 
chiefly to users and wholesalers. 
Users, such as business houses, 
printers, etc., took 49 per cent of 
1929 sales of $60,819,000. Whole- 
salers bought 48.3 per cent and the 
remaining 2.7 per cent went to man- 
ufacturers’ own wholesale branches. 


Users are the largest single buyer 
of dairymen’s, poultrymen’s and api- 
arists’ supplies. They took 36.8 per 
cent of the 1929 total of $42,541,000. 
Other sales were divided as follows: 
to manufacturers’ own sales 
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branches, 15.4 per cent; to whole- 
salers, 34.7 per cent; retailers, 13.1 
per cent. 

Wholesalers are also the dominant 
factor in distribution of lace goods. 
Sales of this industry in 1929 
amounted to $30,241,000, of which 
wholesalers bought 43 per cent. Re- 
tailers took 37.5 per cent; industrial 
users, 10.1 per cent, and manufac- 
turers’ own sales branches, 9.4 per 
cent. 


Steffey’s New Work 


Charles E. Steffey, who recently 
resigned as sales manager of the 
National Cash Register Co., Dayton, 
O., has become president of the 
Duro Company, of that city. 

C. E. Burnett, former Duro presi- 
dent, is now sales manager. 


Thorpe to Speak 
Merle Thorpe, editor of Nation’s 
Business, will be the speaker at the 
Advertising Club of New York May 
14, under the auspices of the indus- 
trial advertisers group, of which 
Edwin C. Mayer is chairman. 


Tells About Curtis 
Edwin Alger, radio biographer, 
told the story of Cyrus H. K. Curtis 
over the N. B. C. from New York 
April 27. Mr. Curtis is 81 years 
old, but still active. 


These Leaders Offer 
Color Coverage 


Yale Record, 
Harvard Lampoon, 
Princeton Tiger, 
Pennsylvania Punch Bowl, 
Cornell Widow, 
Dartmouth Jack o’ Lantern, 
Amherst Lord Jeff, 
Williams Purple Cow, 
Colgate Banter, 
Hamilton Royal Gaboon, 
Lafayette Lyre, 
Lehigh Burr, 

Penn State Froth, 

Johns Hopkins Black § 
Blue Jay, 
Columbia Jester, 
Boston University Bean-Pol, 
Syracuse Orange Peel, 
Massachusetts Tech Voodoo, 
Brown Jug. 


Now--Color 


in College Coverage 
at one-third saving 


Nineteen Eastern College Comics now offer 
four-color process at a saving of more than 
one-third. You need but one set of plates for a 


color-insert section in all papers to be run in 


October, December, March and May. 


Write today for full information 
on this special feature, and for 
regular black and white inser- 
tions to blanket the billion-dol- 
lar student market of America. 


Collegiate Special 
Advertising Agency 


(Incorporated) 
18 East 41st Street, New York 
612 North Michigan Avenue, Chicago 


Consult 


85) BROADWAY, NEW YORK 
? WATER ST., BOSTON 


Outdoor Advertising Co. 


NATIONAL 
ADVERTISING RECORDS 


Check individual space buyers in Magazines, 
The Farm Publications, Radio Broadcasting. 
They compare performance of publications in 23 fields. 

Analyze advertising in Primary Media. 
Compare advertising totals from 1925 through 1930. 
PUBLISHERS — AGENCIES — ADVERTISERS 


Subscribe for the 


National Advertising Records 


our nearest office 


NATIONAL REGISTER PUBLISHING COMPANY 


SOLE SELLING ACENTS 


140 $ DEARBORN ST., CHICAGO 
929 RUSS BLDG., SAN FRANCISCO 
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Sudden Attack Ends 


Brilliant Career of 


Walter A. Strong 


(Continued from Page 1) 


man he represents recognize the 
power of advertising. But they can’t 
quite define its exact status. That’s 
the educational and analytical job 
now confronting the advertising in- 
dustry.” 

If Mr. Strong was on intimate 
terms with the present occupant of 
the White House, he was no less 
friendly with his predecessor. He 
was the first to blast the sphinx 
legend which attached to President 
Coolidge, though he may have done 
so inadvertently. In a chat with 
one of the feature writers of the 


Chicago Daily News, Mr. Strong ex- 


plained smilingly that Mr. Coolidge’s 
lack of garrulity was somewhat 
exaggerated, and that it was in evi- 
dence only as the size of his audience 
banished any possibility of intimacy. 

“In the presence of one person 
whom he trusts,” explained Mr. 
Strong, “Coolidge talks at least 80 
per cent of the time.” 

This story was duly chronicled in 
the Daily News of July 29, 1929, 
and its echo reverberated around the 
world. 

Besides being close to two Presi- 
dents, Mr. Strong interviewed Mus- 
solini October 27, 1926, and cabled 
a story to his paper. He was a 


N the strict basis of unit cov- 

erage of hospital buying 
power per dollar; on a basis of 
visibility of advertising; on a basis 
of editorial leadership, Hosprrat 
MANAGEMENT is the best buy in 
the hospital field. Ask for the new 
folder that tells the whole story. 


HOSPITAL 
MANAGEMENT 


537 South Dearborn Street, Chicago 


The ONLY 


hos, paper member 
of both the A_B.C. and A.B. P. 


Advertisers of 


STORE 
EQUIPMENT 
Make a Discovery 


Advertisers of store equip- 
ment, supplies and services 
are finding out that space in 
RETAILING is well worth its 
hire. This discovery has 
brought RETAILING a com- 
manding lead in advertising 
addressed to operating and 
managing executives of de- 
partment stores. 


RETAILING 


A Fairchild Publication 
8 EAST 13th ST.,NEW YORK 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you 


significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 


Use the 


posted on the 


Coupon 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, 


Ee 


Company ..... 
Street No. .... 


0 ee 


or money order). 


prominent figure at the World Ad- 
vertising Congress at Berlin in Au- 
gust, 1929, and he drew this moral 
from the exchange of views by ad- 
vertising men from all over the 
world: 

“Business should take a greater 
leadership in international politics, 
rather than allowing politicians to 
extend their control over business. 

“Business men believe interna- 
tional peace is essential to world 
prosperity. The chief problem is 
that which Bennett Chapple, vice- 
president of the American Rolling 
Mill Company, calls ‘psychonomics’ 
—the influence of human psychology 
in the varying personal and national 
forms of economic problems.” 

The American delegation to Ber- 
lin presented Hans Luther, former 
chancellor of Germany, with a bound 
illumined parchment expressing their 
thanks for his co-operation, Mr. 
Strong being selected to make the 
presentation. The German leader 
replied with a huge porcelain loving 
cup inscribed in gold, which Mr. 
Strong accepted with due solemnity. 
This souvenir now reposes in the 
archives of the Advertising Federa- 
tion of America in New York. 

Mr. Strong also responded to the 
address of welcome by Herr Luther 
at the Berlin convention. He said: 

“Any adjustment of a very differ- 
ent economic order of world affairs 
must leave to each component unit 
of production the fair and just posi- 
tion which its present and potential 
structure requires. Only in this 
way can standards of living through- 
out the world be kept in balance 
without the arbitrary aid of tariff 
walls and cartels which tend to per- 
petuate the inequalities in these 
standards.” * 

During his flash across the pub- 
lishing horizon, Mr. Strong devel- 
oped a philosophy which stamped 
him as much an advertising as a 
newspaper man. One of his striking 
statements was: 

“You’ve got to stay young in the 
newspaper business. You can’t print 
a paper for your generation only.” 


Story with a Moral 


One of his favorite stories, which 
on oceasion he retold to his subordi- 
nates in the Daily News organiza- 
tion, concerned Cyrus H. K. Curtis. 

As Mr. Strong told it, one of Mr. 
Curtis’ friends came to him with a 
glowing commendation of the cur- 
rent issue of The Saturday Evening 
Post. 

“I read every line in this issue 
and liked it!” he exclaimed. 

Mr. Curtis’ face expressed great 
concern. 

“I’d better get busy right away,” 
he said gravely. “There’s some- 
thing wrong in my organization. 
There should be only one story for 
you in any issue.” 

Possibly the address which best 
summarized Mr. Strong’s conception 
of advertising and publishing was 
that given March 16, 1926, at the 
140th convocation of the University 
of Chicago. He expressed the be- 
lief that the day of personal jour- 
nalism has passed and that the 
newspaper must become a social, in- 
tellectual and educative force. 

“A newspaper may be wrong and 
be forgiven,” was one of his strik- 
ing statements, “provided it is al- 
ways sincere.” 

He continued: 


“The publisher must have an abid- 
ing faith in the eternal rightness of 
the mass mind—which usually takes 
ten years to digest a new idea and 
reduce it to a moral principle of 
action or belief, and 50 years to 
reduce the facts of contemporary 
history to a historical record in 
which the relative value of these 
facts is finally determined. 

“At best, newspapers are struc- 
tures exhibiting all of the failings 
of human nature. A newspaper can 
only lead—not push. 

“It is the duty of the newspaper 
to keep its readers informed about 
developments in the rest of the 
world, which mean far more to the 
man on the street than he suspects. 

“A newspaper can be thorough 
and candid, but not iconoclastic. 


Opportunity for Service 


“What a wonderful opportunity 
it is to live in the United States to- 
day and help make the road run 


straight and true far into the fu- 
ture. And when 

The tumult and the shouting dies, 

The Captains and the Kings depart, 
the memorial which will rise by the 
side of the road will be carved for 
him who searches for the truth in 
the service of mankind.” 

Mr. Strong had another idea 
which he expressed November 13, 
1930, in an address before the Ad- 
vertising Council of Chicago: 

“Terms in today’s advertising 
were scoffed at three years ago. At 
that time, advertising men shunned 
the economic side of business and 
dodged any analysis of distribution. 
Now all factors are being studied. 

“Hard-headed business has taken 
charge of advertising. But resources 
of advertising are not known—have 
not been mobilized. They were not 
on the job to meet changes in condi- 
tions. But I have no worries about 
the final outcome. The failures are 
known and as a result a greater 
premium has been put on ability 
than ever before.” 

In another address, Mr. Strong 
expressed the conviction that adver- 
tising has a greater opportunity in 
times of depression than when the 
country is generally prosperous. He 
argued that the public is careless 
about its choice of merchandise 
when money is plentiful, while the 
reverse is true during a depression, 
when every dollar must count. 


Worked Through College 


Walter A. Strong was born in 
Chicago August 13, 1883. He learned 
to be self-reliant in youth, and 
worked his way through college. He 
is survived by a widow and five chil- 
dren. 

Funeral services were held May 

13. The Advertising Federation of 
America was represented by Gilbert 
T. Hodges, president; the American 
Association of Advertising Agencies 
by John Benson, president, and the 
Audit Bureau of Circulations by 
Orlando C. Harn, managing direc- 
tor. C. C. Younggreen, president of 
the Dunham, Younggreen Lesan 
Company, Chicago, and former presi- 
dent of the A. F. A., also repre- 
sented the latter. 
Albert D. Lasker, chairman of the 
board, Lord & Thomas and Logan, 
and other widely known advertis- 
ing men served as honorary pall- 
bearers. 

Mr. Strong was one of the organ- 
izers of the 100,000 Group of Amer- 
ican Cities, a newspaper association. 

Mr. Strong joined the Chicago 
Daily News as an audit clerk in 
1905 upon his graduation from Be- 
loit College, Beloit, Wis. Twenty 
years later he was business man- 
ager. 

Victor F. Lawson, publisher of 
the paper, died August 19, 1925, and 
the late John J. Mitchell, president 
of the Illinois Merchants Trust 
Company and executor under the 
Lawson will, decided the paper 
should be sold to men who would 
maintain the fundamental charac- 
ter of the paper 

December 25 of that year, Mr. 
Mitchell announced that the Daily 
News had been sold for $13,500,000 
to a group headed by Mr. Strong 
and made up of men who had been 
identified with the News under the 
Lawson regime. 

In the reorganization a stock com- 
pany was formed, with business men 
invited to acquire an interest. Mr. 
Strong, however, was the controlling 
stockholder at the time of his death. 
Members of the organization also 
were invited to purchase stock at 
favorable rates. 


Among the Directors 


Among members of the board are 
James L. Houghteling, vice-presi- 
dent and treasurer; James N. Shry- 
ock, business manager and secre- 
tary; and John Stuart, president of 
the Quaker Oats Company. 

In becoming publisher of the 
paper, Mr. Strong laid down this 
policy: 

“To publish a good newspaper, 
sincere in its convictions, enterpris- 
ing in its methods and independent 
in its advocacy of all that best 
serves the public interest. To rec- 
ognize and accept a moral responsi- 
bility to all people irrespective of 


racial, political, religious and indus- 


trial distinctions. To reflect and 
promote those new, joyous aspects of 
life that are instinct with youth and 
its progressive purposes.” 

He launched plans for construe. 
tion of a plant and office building, 
utilizing for the first time in Chi- 
cago’s history the air rights over a 
railroad right of way. These plans 
materialized June 8, 1929, when the 
towering News building was thrown 
open to the public. 

Mr. Strong was a radio enthusi- 
ast, and with the Fair, Chicago 
department store, the Daily News 
established Station WGU in the 
spring of 1922, its first program be- 
ing broadcast April 13, 1922. Later 
the Daily News bought its partner’s 
interest in the station, whose call 
letters became WMAQ. 

Mr. Strong also felt certain that 
television was inevitable and the 
Daily News established one of the 
first television stations in the coun- 
try. 


Local Celebrity 


on Chicago Program 
D. F. Kelly, president of The Fair, 
Chicago department store, will be 
the chief speaker at the newspaper 
advertising exhibit meeting of the 
Chicago Advertising Council at the 
Merchandise Mart May 21. He will 
discuss “What Price Advertising.” 
A large exhibit of newspaper ad- 
vertising will be shown, and prize 
awards will be announced by Dr. 
Walter Dill Scott, president of 
Northwestern University. 


New Book Helps 


Architects Sell 
“If You Are Going to Build,” a 
booklet from the pen of B. F. Betts, 
editor of American Architect, is 
offered to architects at cost (15c) 
for distribution to prospects. 
The subject matter deals with the 
services rendered by architects with 
typical examples. 


Takes New Quarters 
The J. L. Arnold Company, Inc., 
New York agency, has moved to 15 
East 40th Street. The telephone is 
Ashland 4-0073. 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of Iowa. This includes 
newspapers published 
out of state as well as 
in lowa—41 all told. 


PROVE IT! 


SHOW HIM THE LETTERS 


if your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fled customers, it would remove doubt and get the 
. Do not allow testimonial letters to lie idle 
in your files—give copies to your men and increase 
sales thru their use. Write for samples and prices. 


AJAX PHOTO PRINT CO., 33 W. Adams St, Chicage 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 


Confidential, painstaking attention to the indi- 
vidual problems of each c An ini 


other agency. 
PROFESSIONAL & OFFICE SERVICE 
(Agency) 


Gurney Chrysler, Prop. 
327 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


> For Dependable 
>Photostat Service 


4 r.a. RUSSO ine. 


230 PARK AVENUE 
> 60 E. 42nd St. 250 W. 57th St. 


V Anderbils 3—9975-6-7 
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MOVIE TIE-UP 
BRINGS DEMAND 
FOR SWIM SUITS 


Catalina Has Contract with 
Metro-Goldwyn 


Los Angeles, Cal., May 14—In 
view of the controversy raging over 
the use of sponsored films and “hid- 
den”—though not too well hidden— 
advertising in the talkies, it may be 
of interest to report that the Pa- 
cific Knitting Mills hitched its ad- 
yertising wagon to the movie stars 
a long time ago and is still at it. 

If the movie producers are fond of 
picking up a little extra cash by 
slipping the name of a cigarette or 
other product into a picture, as 
their critics allege, they are equally 
glad to be able to tie up their own 
products—i. e., movie celebrities— 
with that of some company which 
will give the beautiful stars some 
additional advertising. 

Result, as far as Pacific Knitting 
Mills is concerned: a 50 per cent in- 
crease in sales volume in 1930, and 
an itching ambition to repeat this 
year. The local office of Erwin, 
Wasey & Co. is handling the 1931 
advertising. National distribution 
has been secured this year for the 
first time. 


The Movie Tie-up 


Some time ago a tie-up was ar- 
ranged with the Metro-Goldwyn- 
Mayer Studios providing for the use 
of Catalina Swim Suits in all of 
that company’s productions which 
called for water-wear. “Worn By 
The Stars of Hollywood” gave an 


@ ADVERTISING 
CALENDARS 


. Business Advertising Cal- 
endars. 

. Cooperative Dealer Calen- 
dars. 

. Agency Imprint Calendars. 


: . Postage Saving Features. 
. Special Calendars to order. 


PROPER PREPARATION 
AND SERVICE 
Give us an idea of your prefer- 


ences and we will send samples— 
no obligation. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 


DEMONSTRATOR 


Joan Crawford 


advertising headline which seems 
not to have staled with the passing 
of time. Another interesting feature 
of this arrangement was that every 
time a film lady comes to town, the 
local Catalina dealer can cash in on 
the event, frequently with the co- 
operation of the local theaters. 

To aid in this hook-up, mats of 
well-known screen personalities, clad 
in Catalina Swim Suits, ready for 
newspaper use, are supplied free. 
Furthermore, the dealer is enabled 
to prepare his own copy, since he is 
also supplied with an assortment of 
Catalina Catchlines, such as “Movie 
Mermaids Choose Them For Their 
Very Own—Catalinas!” or “Be The 
Peach of The Beach In a Catalina.” 
The dealer can match up the mate- 
rial to suit his own ideas. 


Create New Setting 


Full color cut-outs and window 
streamers in color are provided; and 
to those who wish them, 24-sheet 
posters are supplied in cities where no 
regular Catalina posting is sched- 
uled. The outdoor copy for 1931 em- 
ploys the Catalina girl created by 
Haddon Sundblom, but she will form 
the central feature of a wholly new 
design. 


opportunity for “Guess Who from 


dows, whereby the public may guess 
at the identity of some star depicted 
in a colored cut-out with her back 
to the window shoppers. It is said 
that most women, 


scene, get the strong impression 


alluring ensemble. 


plied in quantities at two cents each; 


The new Lo-Beck offering affords 


Back View” exhibits in store win- 


viewing this 


that it is the swimming suit, and 
not its contents, which create the 


A “Flying Fish” glider made of 
tough parchment paper (store name 
to be featured on the wings) is sup- 


GET PATENT ON 
TALKING MAN 
HIS LIPS MOVE 


Washington, D. C., May 14— 
George E. Wintz, of New York, has 
been granted Patent No. 1,804,297 
on a talking billboard, equipped to 
produce sounds of speech or song in 
synchronism with movement of 
facial features of a human figure 
portrayed on its surface. 

“An object of the invention is to 
provide a billboard with features 
that will compel attention for more 
than a brief period,” Mr. Wintz said 
in specifications filed with the Pat- 
ent Office as basis for issuance of 
the patent. 

The sound is produced by a pho- 
nographic attachment. Sections of 
the surface of the billboard on which 
eyes and lips of a human figure ap- 
pear are movable, with the motion 
controlled “to simulate speech both 
as to sound and action,” the patentee 
states. 

“Use is made of a billboard of any 
size and when periodical displays are 


TALKING MAN 


intended on a small scale the bill- 
board can be stood up in a window 
or lobby of a theater, at a stand, or 
put in a box in front of business 
places,” it is declared in the speci- 
fications. 

Sound is projected through a 
screened opening in the billboard, 
located where the chest of the por- 
trayed human figure is painted. 

Parts of the board on which the 
lower lip and sections of the eyes of 
the human figure are painted are 
controlled in their movement by the 
mechanism of the phonograph, or by 
a grooved disk which rotates in syn- 
chronism with the sound-producing 
record. The phonograph carries a 
repeater attachment. 


Detroit Advertisers 


Form Legion Post 

Detroit advertising men eligible 
for membership in the American 
Legion have formed the Advertising 
Men’s Post of Detroit. 

The officers are: Commander, L. 
Grant Hamilton, Austin F. Bement; 
senior vice commander, Harry Dole, 
Time, Inc.; junior vice commander, 
F. Willis Munro, Hupp Motor Car 
Corporation; adjutant, F. B. Cortis, 
International Magazine Company; 
finance officer, Robert E. Clayton, 
Advertisers, Inc.; 

Executive committeemen: Earl 
Hyde, Theodore F. MacManus, Inc.; 
W. S. McLean, Fisher Body Corp.; 
D. C. Mills, Cosmopolitan Magazine, 
and Milton Ghee, McCall’s Magazine. 


Re-elect Miss Johnson 


Helen Johnson was_ re-elected 
president of the Women’s Advertis- 
ing Club of Cleveland at the annual 
meeting. Minnie Dietz was re-elected 
vice-president and Myrtle Noble, 
corresponding secretary. New offi- 
cers are Gladys Stevens, recording 
secretary, and Katherine Gibbons, 
treasurer. 


Hall Printing Expands 

The W. F. Hall Printing Company, 
Chicago, has acquired the Art Color 
Printing Company, Dunellen, N. J., 
for $2,700,000. The property will be 
consolidated with the purchaser’s 
Long Island subsidiaries. 


NOW_READY FOR DISTRIBUTION 


Advertising Agencies Say: 


“We have always found this 
book of considerable value. It is a 
distinct improvement in the new 
form.” 


“We shall make excellent use of 
this publication as we have in 
previous years. 


“For several years we have been 
keeping a complete file of these 
books, and we refer to them fre- 
quently during the course of the 
year. 


“IF you did nothing more than 
collect, as you do, the important 
statistics compiled by the various 
business papers and by the Gov- 
ernment, the time saved us in 
making industry studies would be 
tremendous.” 


“This is one of the handiest vol- 
umes in our office and it is used by 
practically every member of our 
organization.” 


“The 1930 edition was passed 
immediately to our research de- 
partment. @ find it informative 
and useful.” 


channels. 


source book. 


MARKET DATA for AGENCIES 


instantly available, easy to find 


The Market Data Book meets in an intensely practica 
way the everyday needs of the advertising agency and 
advertising department for information on a hundred major 
business fields. Here in concise, easy-to-find form are data 
on the size of markets, the number of units in every business, 
the buying habits of trades and industries, and the trends 
that affect the sale of goods to industry and through trade 


The Market Data Book is the ideal quick reference 
It is compiled from more than a thousand 
sources, checked with government and other official figures. 


Here, in a single volume, are the results of innumerable. 
independent market surveys, government census findings, and 
business facts obtained from authentic research organizations. 


Also, The Market Data Book contains a complete directory 
of business publications of the United States and Canada, 
carefully classified and indexed, giving all mechanical data, 
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which contraption rings the bell with 
air-minded youngsters, the company 
also manufacturing a line for the 
kiddies. 

The 1931 campaign will be backed 
by a series of full pages in Photo- 
play. 


“We use the Market Data Book circulations and rates. 


almost daily as we are constantly 
in need of information such as you 
furnish on markets and 
publications.” 


“We find the Market Data Book 
unusually handy and valuable for 
agency work, because it is totally 
unlike any other book on 
marketing.” 


“A\ll of us in this agency find the 
Market Data Book extremely 
valuable.” 


“It is a definite and valuable 
contribution to the problem of 
marketing. 


“The tables, graphs and distri- 
bution data preceding each classi- 
fication of publications is invalu- 
able, saponins in preparing 
prospective schedules. 


“It is the most practicable and 
useful reference book of its kind 
we have ever seen. Your method 
of indexing publications makes it 
a genuine time-saver. 


The Market Data Book, in its 1931 issue, the tenth 
edition, is the one indispensable reference book for adver- 
tising agencies. 


The Ambassador of- 
fers much to those 


i ol 
who give thought to Ssart Trade Supplement 


Engineering Publications, Inc., 
Chicago, publishers of Domestic En- 
gineering and Heating, Piping and 
Air Conditioning, has announced 
that beginning with the June 27 
issue of Domestic Engineering, it 
will publish Automatic Heat as a 
section of the former publication. 
Automatic Heat will deal with oil, 
gas and stoker heat and accessory 
equipment, and will serve the inter- 
ests of all types of dealers inter- 
ested in automatic heating equip- 
ment and its operation. 


environment as well as 


Use the coupon below to obtain your copy— 


accessibility and con- 


venience. Smart shops, 


theatres, art centers, 


CLASS & INDUSTRIAL MARKETING, 
537 South Dearborn Street, Chicago. 


Please enter my subscription to Class & Industrial Marketing for one 
year, for which | will pay $2.00 on receipt of your bill, and send me 
without charge the new 1931 edition of The Market Data Book. 


business, professional 
and financial districts, 
quickly and easily 
reached. 


NEW YORK 
PARK AVENUE 
AT Sist STREET 


Ceco Calls Helsper 


S. J. Helsper has been appointed 
director of sales, Ceco Manufactur- 
ing Co., Providence, R. I., manufac- 
turer of Ceco radio tubes. He plans 
to pet most of his time on the 
road. 
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ADVERTISING AGE 


May 16, 1934 


“Portland News” 
Buys “Telegram” 

The Portland News, a Scripps- 
Canfield newspaper, has purchased 
the Portland Telegram. The con- 
solidation will leave two afternoon 
papers instead of three. 

The Portland News has been re- 
named the News-Telegram. C. H. 
Brockhagen, publisher of the Tele- 
gram, and Lester Adams, managing 
editor, have been asked to remain, 
together with many Telegram em- 
ployes. 


Double Header Ahead 


Margaret Aspenwall, fashion 
editor of the Ladies Home Journal, 
and M. A. Goodrich, copywriter for 
N. W. Ayer & Son, will address the 
May 19 dinner meeting of the 
Women’s Advertising Club of Chi- 
cago. 


Research 


Service 


OFFERS: 


Market Analyses 
Consumer Surveys 
Trade Surveys 
Product Tests 
Style Trends 
Copy Tests 


FOR 
Agencies 
Manufacturers 
Publications 
Radio Stations 
Retail Stores 
Associations 


45 West 45th Street 
New York 


TAXI WEEKLY 


The trade newspaper of the 
taxicab industry 


STREET TRAFFIC 
NEWS 


Eastern authority on street 
and highway traffic 


GASOLINE 
RETAILER 


National trade newspaper 
of the gas and oil 
distributor 


——_—_—_ 
All Published at 
54 West 74th St. 
NEW YORK 


uy 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;: 310 East 45th St. 
CHICAGO - 210 So. Desplaine St. 


and 34 other cities 


KNOCKING COPY 
KILLS BELIEF IN 
ADVERTISING 


Younggreen Calls It Confession 
of Weakness 


“Competitive copy” was translated 
into a more blunt phrase this week 
by C. C. Younggreen, president of 
the Dunham, Younggreen, Lesan 
Company, Chicago, in an interview 
with ADVERTISING AGE. 

Mr. Younggreen, who has the dis- 
tinction of having served as presi- 
dent of both the International Ad- 
vertising Association and the Adver- 
tising Federation of America, put it 
this way: “How far should the pub- 
lisher allow the advertiser to go in 
knocking competitors?” 

And he gave the answer in these 
words: 

“Prevent such action as far as 
his conscience and ability will per- 
mit.” 

He gave a scathing denunciation 
of competitive copy in these words: 

“Ethically, it is fundamentally 
wrong. 

“Morally, it is a confession of 
weakness. 

“Commercially, it 
move. 

“Knocking copy hurts the knocker. 

“It hurts the knocker’s industry. 

“Tt hurts the medium. 

“It hurts advertising.” 

Mr. Younggreen elaborated on his 
views. 


is a foolish 


Public Wants Fair Play 


“It is foolish to knock competi- 
tors,” he said, “because such copy 
attracts attention to the competition 
and creates a sympathetic feeling 
toward the one attacked. Knocking 
is held as bad taste by enough peo- 
ple to affect materially the al- 
legiance of the knocker’s patronage. 

“Knocks of a competitor may sug- 
gest the same thoughts about the 
knocker’s goods. They create ideas 
which had never occurred to the 
reader. It gets him thinking along 
the wrong lines. 

“In business today every man is 
his brother’s keeper. Every business 
is a necessary stone in the structure 
of the industry to which it belongs. 
The strongest competitors of an in- 
dustry are other industries, not those 
within its own ranks.” 

Mr. Younggreen pointed out that 
the medium is hurt because the ad- 
vertiser attacked usually replies in 
the same vein, the advertising copy 
degenerating into a mud-slinging 


ATTACKS ATTACKERS 


C. C. Younggreen 


battle which offends the majority of 
readers. 

“Worse than all of this,” he con- 
tinued, “is that such copy hurts ad- 
vertising as a whole. Through the 
years, advertising has won through 
to great power, with attendant re- 
sponsibilities. It has Set a high 
standard of helpfulness, tolerance 
and truth. To drop below these 
standards, to permit any individual 
to use advertising, wrongly and un- 
ethically, is to tear down part of the 
structure which has been so labori- 
ously erected. 

“Insistence on high ethical stand- 
ards has never injured a publication. 
The advertising columns were de- 
signed to help the advertiser market 
his own goods, fairly, squarely, on 
their own merits—not to injure the 
sale of competitive goods. 

“The tone of advertising should 
be, not, ‘Don’t go to Smith’s to be 
cheated; come to me,’ but, in the lan- 
guage of the Puritan maiden, Pris- 
cilla, ‘Speak for yourself, John.’ ” 


Lord Serves Printers 


on National Board 

George T. Lord, of the New York 
Monotype Composition Company, 
has been appointed by the Advertis- 
ing Typographers of America to the 
National Board on Printing Type 
Faces. 

Other members are appointed by 
the American Institute of Graphic 
Arts, American Association of Ad- 
vertising Agencies, Society of Typo- 
graphic Arts, Art Directors Club 
and the Advertising Typographers 
of America. 


Wilkins Is Director 


John A. Wilkins, vice-president of 
the Charles Francis Press, was 
named a three-year director of the 
Advertising Club of New York as 
the only change resulting from this 
year’s election. Charles E. Murphy 
is president. 


AMOS ’N’ ANDY 
WERE ORPHANS 


Hamilton, Ont., May 15.—Amos 
’n’ Andy, generally regarded as the 
supreme feature of the air today, 
had a hard time finding a sponsor, 
Bill Hay, commercial manager of 
Station WMAQ, Chicago, told the 
Advertising Affiliation, holding its 
annual meeting here. 

The Affiliation, made up of clubs 
of Hamilton, Buffalo and Rochester, 
also heard from Rob Roy Macleod, 
who said salesmanship is the weak- 
est link in the business chain. 

Mr. Hay, who has introduced the 
Amos ’n’ Andy program for several 
years, said the Pepsodent Company 
was one of the few radio advertisers 
to ask for something different and 
to want it after they found it. 

Mr. Hay said the present best bet 
for advertisers is to plan their pro- 
grams with a full knowledge of 
those to precede and follow them, 
so that they can introduce a note of 
variety which will make the audi- 
ence take notice. 

He said many radio advertisers 
resemble the sales novice, who talks 
himself into a sale and then right 
out again. All of the experience, he 
said, points to moderation in adver- 
tising over the air. 

Mr. Macleod, who is merchandise 
director of the Buffalo General Elec- 
tric Company, said few companies 
give salesmen adequate training 
before sending them on the streets. 
He urged the use of motion pictures 
or slides as the salesman’s best 
friend, since it gives him the oppor- 
tunity to tell his story to the whole 
family at once. 

“This sales tool fits into my 
pocket,” he said, “even though it 
contains a number of houses, a rail- 
road train and several electric ranges 
weighing 200 pounds each. 

“Its advantages are that the pic- 
ture presentation compels prospects 
to give their undivided attention to 
the story and that the machine 
forces the salesman to make a logi- 
cal, complete presentation.” 


Cook, Editor and 
Copy Expert, Is Dead 


Ermond Edson Cook, Scripps-How- 
ard editorial executive, died recently 
at his home in Columbus, Ohio. He 
was made editor-in-chief of the cen- 
tral group of Scripps-Howard papers 
in 1922 with headquarters in Cleve- 
land, but when he added editorial 
supervision of the Columbus Citizen 
to his duties, he returned to his home 
in that city. 

The initials “E. E. C.” on medical 
copy were familiar in agency offices 
throughout the country, as Mr. Cook 
censored this class of advertising 
for the entire Scripps-Howard or- 
ganization. 


TAKING THE ROOF OFF AN AGENCY 


Not an irate client, but the Cramer-Krasselt Company itself accomplished this feat 
during a Milwaukee-made products week staged by a department store. The display was 
laid out to scale. This scene shows the production department. 


—— 
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LAUDS PEPSODENT 


Bill Hay 


Financial Group 


Elects Cunningham 

E. T. Cunningham, of Halsey, 
Stuart & Co., was elected president 
of the Chicago Financial Advertisers 
Association May 12. 

New vice-presidents are Joseph J, 
Levin, A. G. Becker & Co.; Charles 
M. Redmon, Boulevard Bridge Bank, 
and Samuel Witting, Continental IIli- 
nois Bank and Trust Company. 

Preston E. Reed, executive secre- 
tary of the national association, con- 
tinues as secretary of the Chicago 
group. 


New Trio at Oakland | 
Thomas B. McCabe, Tribune, Rus- 
sell D. Carpenter, Jr., I. Magnin & 
Co., and Ross H. Ryder, Ryder & 
Ingram, are new members of the 
Advertising Club of Oakland. 


Open Division Office 
Chain Store Age, New York, has 
opened a central division office at 
Columbus under the management of 
T. H. Connell. The office will later 
be moved to Cleveland. 


Once Again 


. orange blossoms and wedding 
marches ... Spring Brides . . . new 
homes and hearth-fires springing up 
everywhere ... these young home 
makers of tomorrow are now form- 
ing their lifetime preferences and 
buying habits ... make us show you 
results of recent investigations .. . 
surprising new facts prove that 
Mother, too, reads Daughter’s copy of 
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